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St. Louis, Mo., March 31, 1895 The 
e 


Cuas. W. Knapp, General Manager of 
St. Louis Republic, being duly sworn, 
says the actual number of full and com- 


plete copies of the daily and Sunday Re- e 
public, printed during the month of March, A Oouis 


1895, all in regular editions, was as per sched- 
Republic 


ule given below: 
gained more than 
25 per cent in total 
1,778,365 columns of paid ad- 
133,811 ies : 
Total sold 1,641,554 vertising in March, 





Daily average net circulation . 53,050 
Daily average net circulation 

February, 1895 50,347. 1895, over March, 

month 2,703 

*Sunday. 

**All copies spoiled in printing, left over 
the net circulation reaching actual readers. i i - 

aching actual readers Circulation and Ad 
[Seat.] Sworn to and subscribed before me, 
jo LLIDAY, 

Notary Public, City of St. Louis, Mo. 
My term expires Sept. 7, 1898. 


Daily average net gain in one 
1894, and in both 
and returned unsold are deducted, so as to give 
this A, 1895. vertisi ng passed 
High W Mark 
ig ater Mark. 
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Soaps, 
Proprietary 
Medicines, 
Cosmetics, 
Perfumes, 
etc., etc., 


cannot attain a large sale except they are well ad- 
vertised. 

As these articles are very largely sold in the 
country, it stands to reason they must be continu- 
ously advertised in country papers. 

The articles won’t sell themselves. 

The columns of the local country weekly must 
be utilized for that purpose. 


Attractive advertising inserted therein will in- 
terest the country people and cause them to buy. 


The goods otherwise might lie on the store 
shelves covered with dust. 


AWDEH E> 


With one order and one electrotype one-sixth of all the 
country readers of the United States can be reached weekly. 

The 1400 local papers of the Atlantic Coast Lists accom- 
plish it. 

Half a cent a line a paper for transient advertising. 

Quarter of a cent if rooo lines are engaged. 

Catalogue for the asking. 


ADL DEWEY 
ATLANTIC COAST LISTS, 


134 LEONARD STREET, New York. 
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GILLAMIZING GOTHAM. Monohan, the general manager, bend- 
WANAMAKER ADVERTISING IS A GO IN rt shoulder, I found Gillam, 
GOTHAM—IT IS PACKING THE STORE | won't take up time or space in tell- 
—COL. HILTON vee ae waes® ing what a miserable little dry goods 
_— PUSHED OUT BY THE box of an office Mr. Gillam’s prede- 
Caowss — SUCCESS FAR BEYOND cessor had, nor the duty of managing 
WHAS =. as BEPECI = cam divers branches of the clerical wort: 
TRS SRENTERS TE WHAT ME ccs dovelved upon him in addition to 
55 DOING AMD HOW HE 13 DOING IT. ):, advertisement writing, nor the ads 

I went into Hilton, Hughes & Co.'s he dashed off in his spare half hours, 
to see what Mr. Gillam had to say and of which the following isa sample. 
about his first plunge into the whirl- This was printed last Christmas time, 

1 of Gotham advertising. It was 


and is no worse than the average 
igh noon, time when New York 


which preceded it : 
. } & 


Successors to A. 7. Stewart & Co., Broadway, 4th Ave., Sth and 10th Sts. 








OPEN EVENINGS UNTIL 10 O'CLOCK. 





4 Veritable Christmas Fairy Land. 


Our Crand Exposition of Holiday Goods surpasses 
enytte of tho kind ever attempted in this count. y. 

Nght entire city blocks of space scarcely suffice to 
contain tho beautiful and varied selections, whose splealor is N@w 


York's greatest attraction by day and night. 


YOUNG AND OLD SHOULD SEE IT! 
ALL ARE WELCOME! 


_ Not ono dollar's worth of inferior, sho:ldy goods, but the best 
lines obtainable, selected by the best experts, and marked at the lowest 
margin of profit. : 

he absoiute integrity of our representations is 
the foundation of our immense business, whose uncx- 
ampled success is a national topic. 

Theéro is nothing so acceptable as a beautiful piece of Furniture 
aa Christmas Present. We now offer the most beautiful 
specimens at One-third less than manufacturing cost. 

Every night between 8 and 10 o'clock, Bargains are off in 

Department. There will be many pleasant surprises to-night 
They may be just the things you want. Be sure to come! 





people do not shop, but the store was 
alive with buyers. 

I went through an acre and a half 
of offices, and found a palatial place 
dedicated to Mr. Gillam. A small 
boy at the door said, ‘‘go right in,” 
and sitting at his roll-top desk with a 
stenographer at his right, and Mr. 


“*See that curly-ended G,”’ said Mr. 
Gillam, pointing at the title line, Hil- 
ton, Hughes & Co. ‘‘ The tail of that 
G pays my salary and we figured this 
out, how in some ads the cost of the 
tail of that G amounted in a single 
newspaper to over a hundred dollars, 
thus making the advertising of Hilton, 
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Ilughes & Co. cost five hundred: to a 
tnousand dollars a week more than it 
needed to and without adding one 
cent of value.” This would certainly 
pay Mr. Gillam’s salary at the figures 
I pw last issue, ten thousand a 
ycar, and which I have since learned 
to be an under-statement, something 
usual in writing about Mr. Gillam’s 
vuch advertised salary, which is 
etty generally believed to have been 
2,000 with Wanamaker, and to be 
»,000 with Hilton, Hughes & Co. 


INK. 5 


twenty-four lines per insertion, at an 
average of about thirty-five cents a 
line, which, however, is not the basis 
on which to estimate the total saving, 
for Mr. Gillam’s predecessor used to 
run the title clear across the page, 
twenty-five lines deep, in which cases, 
as I have said before, the unnecessary 
cost of the tail of that G sometimes 
amounted to more than $100 per paper. 

But this is the place to reproduce 
one of the Hilton, Hughes ads to-day 
as the basis of comparison with Hilton, 


Veilon Fhuahes@| Féilon Feuahee 





WITH AN UMBRELLA OVER TOWN 


we would have been surprised and delighted with the 
trade of yesterday. Coming through the rainas you did it 


was simply astonishing. 


urely there's no pullfora business 


like the pull of right goods at right prices. 





MUSLIN UNDERWEAR 

Never saw the like ina New York 
store before, did you? Never saw so 
much space so well filled with such 
tempting things. 

And yet everything wasn’tat its best. 
Forget yesterday—judge by to-day, 
Take time-enough to look through the 
acre of elegancies. See if you ever 

dreamed of such a getting together of 
= Waists Underwear 
Infants’ Clothes 

Such a an as there was for the 
specials yesterday! Of course it was 
almost like giving away some of the 
things. But we want you to talk of 
the store, These are specials for to-day: 
Only 3 piéces of elther to one buyer. 
On sale at 2.30 P. M. 

300 good fine cambric Corset Covers, high 


square neck, trimmed with neat em- 
broidery, 2c, 





sale at 3 P.M. 
ns, plaited Mothe: 


ay pointed this out to Col. Hilton’ 


in our first interview,’’ continued Mr. 
Gillam, ‘‘and asked him if he had 
any objections to my throwing the 
tail of that G around, so that the title 
line would appear as follows : 


Tien Teuahes VG 


~ This measures just six lines, the old 
measured twelve. This is a saving of 





NEW MILLINERY 

As you would have it 

We haven't heaped in Hats and 
Bonnets as a scow might be loaded 
Aren't you tired of that way—mass 
without meaning, bulk without beauty? 

There's nothing here simply for the 
sake of making a show—not a shape 
or color skipped that cuts any figure in 
the best Millinery of to-day. 

Latest Paris thought, exquisites 
from our own workrooms—$7.50, $10; 
$12, $15. 

And plenty of elbow room! Think 
of a great gathering of Untrimmed 
Hats and no crowding! Nothing old, 
nothing passe--newest of the new, and 
ample space to see themin. Napoleon 
shapes. Dutch Bonnets, big Carriage 
Hats, anything, everything -- rough 
braids, plain milans, chips. And room 
enough! 


Children's Trimmed Hats have 


‘Hughes & Co.'s ads of the past and 


with the ads of other New York adver- 
tisers, as well as the Wanamaker ads, 
from which latter it is somewhat of a 
departure, and, in view of New York 
conditions, somewhat of an improve- 
ment. 

‘*T wanted a distinctive style of 
type,”’ continued Mr, Gillam. ‘‘ The 
old style pica takes up too much roem, 
especially in New York, where space 
comes high and display is double. For 
my double column headings I use a 
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12-point Latin italic and for a three- 
column heading 18-point, same type. 
For body type, 12-point Cushing, with 
12-point condensed De Vinne caps for 
headings, while for details, I use 8- 
point Cushing, with selling prices and 
emphasized words in 8-point De Vinne 
and run the location lines in nonpareil 
full face. This was the style I picked 
out for the first ad, and we like it so 
well we have not changed it. You will 
also note that where there are sub- 
heads in departments we use 8-point 
Cushing caps, instead of the De Vinne, 
otherwise the effect would be lost by 
too much conflicting display. 

THE STRONG POINT OF THIS STYLE 
of type is that it strikes the eye imme- 
diately. It islarger and different from 
the type of any newspaper, and if you 
will measure it you will find it don’t 
begin to kill space as the type of the 
other fellows do,’’ and here Mr. Gil- 
lam took up a Wanamaker ad to es- 
timate the saving over that particular 
style. 





Four special lots trom doz- 
ens—these are all 12-piece 
sets, which means complete 


with covered jar. 


American made, 
sve & brown decoration, $3 


Imported, brow blue, 
. $5.50. nm, blue, pink, $3.50 


Another, assorted colors of - 

—. $s ge | of $5.50. ~~ 
piece sets, showy d 

instead of $8.50. . © 
Second floor. Juniper street side. 


‘*You see this old-style pica takes 
up pretty nearly twice as much space. 
I haven't figured it out exactly, but 
any one that cares to will find that a 
line of 10-point Cushing would make 
more than a line of old-style pica, while 
the difference in actual measurement is 
very much greater. 

‘* We put the name twice at the head, 
once at the bottom in these every-day 
ads because we wish to emphasize the 
name and location. Later we shall 
probably modify this, and in our Sun- 
day ads we run the name only at the 
top.” 

‘* Are you going to use cuts any ?”’ 

‘*Oh, my dear boy, I do not know.”’ 

‘*Well, have you noticed any par- 
ticular difference in the trade of the 
store since your arrival ?’’ 

MOBBED THE STORE, 

‘*We’ve been so mobbed we could 


INK. 


hardly treat the people decently. The 
first real test ad was two weeks ago 
Monday. Albert Schultz, of Schles- 
singer & Mayer, Chicago, is here. He 
is the greatest buyer of laces and white 
goods in the country. We advertised 
for him some Swiss embroideries. I 
knew that the goods were good and the 
prices right, and the only question was 
would the people come. Well, sir, we 
sold $1,200 worth of it the first day, 
and I said to myself, by jingo, they do 
read the ads. 

‘* We had some lace collars, and on 
the following Sunday we advertised 
them for him. Now, I'll tell you some- 
thing. He asked a bright girl in his 
department how much they usually 
bought.”’ 

‘* Two dozen lots,” she replied. 

‘* Supposing we get Mr. Gillam toad- 
vertise them, how many do you sup- 
pose we could sell in a day?” 

‘* We might sell two dozen.’’ 

‘*Well, sir, we sold over 1,200 of 
these collars the first day ; we sold over 
700 the second and almost as many the 
third day, and I said, ‘The riddle is 
read ; they do read the ads.’ 

‘*The next Monday was the opening 
of our muslin underwear department, 
and the first appearance of Squires, the 
great Wanamaker man, on the scene. 
Remember how muddy, rainy and 
nasty it was? Here’s what I said about 
it,” and he handed me the ad that has 
been reproduced above, beginning with 
‘*An umbrella over town.” ‘‘I tell 
you the women made spectacles of 
themselves. Well, we had things for 
three special hours on Monday. 

PUSHING OUT THE WALLS. 

‘*Mr. Hilton looked on and said, 
not entirely in a joke, ‘ We'll have to 
stop this thing or they’!I push the walls 
out.’ 

‘The response has been great. 
When I learned of the first response of 
the Schultz ad I said : ‘ That settles it; 
people will read.’ When I saw the 
second Sunday’s results, I said : ‘ Well, 
we'll have a store inside of two years.’ 
I had told Col. Hilton he mustn’t ex- 
pect great results inside of two years, 
but I made up my mind that this was 
too generous a limit. ‘The third Sun- 
day convinced me that the Bon Marche 
of America will be here inside of three 
years. After I saw yesterday’s results 
(Tuesday’s) I’m in the clouds. The 
only thing it proves is the mistake 
made by those kind friends—and they 
were kind friends—who told me that I 
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would be struggling against the im- 
possible—who said this style was all 
right for Philadelphia, and Philadel- 
phians will read it, but New Yorkers 
haven’t the time ; women haven’t the 
time to read such things—that big 
prices and a name isall they’ll stand— 
I didn’t believe it. Just the same, I 
was curious to see the outcome, and 
now they do read it. If they read it, 
they’re in danger. They’re in danger 
for just the reason that I shall tell 
them the facts about the goods they’ll 
be interested in and at prices that will 
tempt.” 

It was after 3 o’clock when I left 
Mr. Gillam, and as I made my way 
through the aisles I found that the store 
was packed. 

‘*Gillam is Gillamizing Gotham.” 

ADDISON ARCHER. 
— ee —— 


THE DRUG MAN’S OPPORTUNITY. 
By Ulysses G. Manning. 


The indifference of most druggists to 
the potency of advertising is remarka- 
ble, receiving as they do so much di- 
rect benefit from the efforts of others. 
A considerable portion of their busi- 


ness is the sale of proprietary remedies, 
the advertising of which absolutely 
drives people to their stores without a 
particle of co-operation on their part. 
Much of this indifference is due, proba- 
bly, toa belief that the only portion of 
their stock susceptible of profitable ad- 
vertising is the patent medicine side. 
This belief is general, but unfounded. 
The druggist’s trade is a peculiarly re- 
luctant one. No one visits his store to 
‘‘Look around.’’ Little business is 
induced by display of his goods. The 
spendthrift leaves his money elsewhere. 
Customers come simply when they have 
to, and then with laggard feet, for all 
are victims of the popular delusion— 
older than the hills—that a druggist 
makes enormous profits, and that in 
patronizing him they are yielding to 
mild robbery. The facts are—all sales 
considered—drugs afford little, if any, 
more profit than many other lines of 
merchandise, while the volume of busi- 
ness is apt to be much less. A drug- 
gist seldom gets rich. The dry goods 
and department stores have cut into 
his sundry sales, and the grocer is 
making inroads on his trade in ordi- 
nary household drugs, so unless he be- 
stirs himself to reclaim his own the 
prospects are not brilliant. He must 
overcome the profit fiction, create wants 


and invoke modern methods of achiev- 
ing publicity. There are no grounds 
for the general impression that drug 
advertising is difficult. Just now al- 
most any effort in this direction will 
attract attention from the very novelty 
of the thing. But material is plenty for 
the most telling kind of ads. 

Tw the majority of people this busi- 
ness is as much a mystery as ‘‘ Black 
art.”’ It affords, therefore, a fabric 
from which the best ads can be woven ; 
as they should consist of the news and 
points of interest of any business. 
Druggists can have things to tell for a 
long time. The drug trade needs to 
be flooded with light as other lines have 
been. The public is interested in your 
business, as it is in everybody's else. You 
begin to tell about it and people will 
listen. Open your dispensatory almost 
at random and you will find the text 
for an effective ad. 

Every continent, every island of the 
sea, every race, tribe and condition of 
men contribute something to your 
stock. Do not lose the opportunity 
you have to be interesting. Teach men 
something and you rise in their esteem. 
Confidence follows, and that is your 
goal. 

Aside from drug talks, advertise spe- 
cial preparations. Most druggists have 
half a dozen or more compounds of their 
own that will repay pushing. Remem- 
ber that the trade you get on a spe- 
cialty is yours, hard and fast, and that 
it often anchors a customer who other- 
wise would drift away. 

Advertise sundries. By habit a drug- 
gist is a careful, methodical man, and 
he unconsciously carries his method 
into all departments of his business. 
His sundry stock usually shows it, and 
the public should be impressed with 
the fact. 

Advertise drugs and miscellaneous 
goods for which there should bea more 
general demand. Win back also from 
the grocery the spice and other trade 
rightfully yours. For instance, most 
people never taste true cinnamon. ‘Tell 
them so, and teach them that the drug 
store is the place to get such things. 

This is simply a suggestion—one 
that could be greatly enlarged on. Ad- 
vertise timely. There are seasons for 
cough, hay fever and rheumatism 
remedies ; seasons for machine oils and 
bug exterminators; seasons for soda 
water and thermometers. In fact, there 
is always a special demand for some- 
thing—a demand that should be stimu 
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lated. Timely advertising is adver- gent advertising—has a golden oppor- 
tising all the time—seasonably. tunity. The suggestions here made are 
It may be a little difficult to so do not theoretical; they have been fully 
newspaper advertising in this lineasto tested. The subject deserves attention. 
bring large immediate returns. Yet I know the requirements of the drug 
such advertising is possible, and Ihave business, and know what its rewards 
seen results that would astonish the should be. 
skeptical. Before long I hope to see a more 
Few druggists avail themselves of general and effective use of newspaper 
the amount of free advertising they space by this line of trade, feeling con- 
might have at the hands of the pro- fident that experiment in this direction 
prietary medicine men. Printed mat- will be a gratifying revelation to many, 
ter has to be almost forced on many, and that their sharpened vision will 
even though it bears their card. Get soon detect about them—like the Ca- 
all you can and distribute all you get. liph of old—acres of diamonds. 
Compile an accurate mailing list of the 
kind of people in town and country A CHANGE OF OPINION. 
that you wish to reach. With such a One bright spring day old Farmer Brown 


list the patent medicine firms can be Took early train from Menton. 
successfully ‘‘worked”’ to their and Snug-seated in the railway train, 
His thoughts were all intent on 


your advantage. " My . The morning Press, whose pages bore 
Their postpaid circulars, bearing Fresh tales of the great city, 
your card, going to the cream of the Towards which the train rushed on so fast, 


population about you several times a wager Patan ebotateaty 4 


i i He’d like to read the paper through— 
year, can do you nothing but good Sos eoliioe delighe bi. 


I have before metwo drug storeads. 47254 learn some points to hit Joe Grim, 
One from a newspaper of 1840, the New arguments to fight him. 


other of a recent date. Their phraseol- But what’s the use of so much space 
advertising taken ? 


P : . B 
ogy is almost identical. Both offer The man who wrote those Simmons ads 
‘* Purest drugs at lowest prices,’’ and Should be severely shaken ! 
a ae To ae 

aver that ‘‘ Physicians prescriptions are +h. type so large, with splendid cuts, 
carefully compounded. Attracts at once attention ; 

Don’t do that any more while you $22 poet +o reads on to see 

7 ~ = * at goods he has to mention. 

have a hundred things that can be suc- .¢*. S? Giscalinar iter a4 Citamend’ etese' 
cessfully advertised. The new one just completed, 

If in the start you cannot fit words Ten stories tall, the finest block 
to them, you can have it done; for, On Main street. All are treated 
though I know of but one advertise- ‘t To music _ while looking round 


ment writer that has had practical drug At all = Fee iiie oiadl 
. . ’ 


experience, several of those who adver- To morrow the price rises 
tise in this journal can be of service to Oe all the cuits, marked down so low 
ithout one.” 

you. : at none need go wit : 

No matter whether you think out >a¥s Brown, " This is my chance, I think, 
your own ads, or employ a thinker, to Oi i a a ae 

= . iw S reache i¢ town, 

be a modern druggist in a modern 4. sees a great commotion. 
store, you should acquire as soon as A brass band, bearing banners bright, 


ible a knowledge of the science and Displaying—what a notion ! 
_ s That ate ads ; and, as they pass, 


art of advertising. To get the funda- Brown reads the words one carries: 
mental things and their practical ap- ‘Grand Opening Day! Who comes to loo!: 
plication you must subscribe for Will buy if he but tarries.” 

PRINTERS’ INK. There is nododging He finds himself ere long outside 


it, for nowhere else can you get the The new store, filled with people. 

knowledge you need—and get cheaply ) vero od pacino “gama 

what has cost others dear. This is 4 passer-by oulaas po, or pride 

not said because I am talking in this Its architectural beauty, F 

selfsame journal, but because it is a Saying the — MP ay enterprise ! 

fact. I seek to be helpful to a line of apg eed get 

business in which I am specially inter- pant suit was bought without delay, 
é © tempting were the offers. 

ested, and the best help I can suggest “j¢ this is how they draw the crowd, 


happens to be PRINTERS’ INK. They soon will fill their coffers,” 
I believe that every enterprising Thinks Brown, while slowly passing out ; 
**So Simmons advertises. 


druggist—particularly the one in each Hereafter I’ll condemn no sheet 
town and city who first begins intelli- That aids such enterprises.” 
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December, 1894. . . . . 647,000 
January, 1895 . . . . . 638,600 
February, 1895 . . . . 650,170 
March, 1895 . . . 710,000 


April, 1895. . 715,000 


We never print more than enough 
to supply the actual demand. No 
free sample copy editions. 
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PECULIAR VALUE OF SOUTHERN 
NEWSPAPERS. 


There is no field that offers better 
inducements to the general advertiser, 
just now, than the Southern States. 
Yet comparatively few are availing 
themselves of the opportunity. 

Some of the advertisers I have 
talked to have given as a reason their 
inability to ‘‘make it pay.’’ If this 
be a fact, it is the fault of the adver- 
tiser and not of the country or its 
people. 

I know advertisers that spend over 
ten times as much money advertising 
their goods in the North, East or 
West, as they do in the South. 
They will go into a few Southern pa- 
pers with little puny ads that they 
would not think of inserting in Eastern 
or Northern papers, and will run these 
sickly-looking, diminutive ads, prob- 
ably from one to three times a week 
for a year, and then complain because 
they don’t bring the same results that 
the big, healthful looking, well dis- 
played ads do in the New England 
papers, which they keep up constantly. 

The Southern people may not be 
quite so susceptible to advertisements as 
their New England cousins, but neither 
are they as fickle. Once a purchaser, 
always a customer, is a rule in the 
South. It may take longer to con- 
vince them, but when caught they are 
easy to hold. 

I have heard a few advertisers assert 
that the rates charged for space by 
Southern newspapers ‘‘is higher in 
proportion than the rates charged by 
Eastern and Northern newspapers.” 
Viewed from the standpoint from 
which the assertions were made, I 
have no doubt the advertisers were 
honest in making them. But having 
been connected with Southern papers 
for eight years, I claim to know that 
the assertions are not facts. 

For instance, an advertiser buys 
space in a New York City paper hav- 
ing one hundred thousand circulation, 
and pays a rate of half of a cent a line 
for each thousand circulation. Then 
let us say he buys space in a Southern 
paper that has five thousand circulation 
and pays the Southern paper three- 
fourths of a cent a line per thousand 
circulation. The metropolitan paper 
obtains its circulation principally from 
the sales on the street and news-stand, 
and is only read by the one hundred 
thousand individuals who buy it, and 
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as a general thing only the head-lines 
are read by about one-half of this 
number; but say that every one of 
the one hundred thousand reads it 
carefully and regularly every day. I 
still claim that the advertiser has a 
lower rate proportionally in the South- 
ern paper, for this reason : The South- 
ern paper with the five thousand cir- 
culation is read by fifteen thousand at 
the smallest estimate. In this paper 
the advertiser reaches five thousand 
prosperous, happy homes of people 
who are usually able to buy what they 
need, where the paper is delivered at 
their doors every day and every line 
of matter in the paper is read by every 
member of the household. The paper 
is paid for by the week or month, and 
often borrowed by the neighbors. 
These facts the advertiser never con- 
siders ; he only considers the figures 
set opposite the name of the paper in 
the newspaper directory. 

Now, which paper is worth the most 
proportionately to the advertiser ; the 
paper that goes into home circles and 
is read carefully by the entire family, 
or the paper that has only one reader 
to each copy sold? 

hen, again, the readers of South- 
ern papers don’t have all kinds and 
styles of advertising matter thrust 
before their eyes every hour in the 
day. Their home paper is not so 
large as the metropolitan daily, it has 
not nearly so much in it, and it don’t 
take so long to read it all. Not hav- 
ing so much to read, what they do 
read makes a more lasting impression, 
and when the same thing is put before 
them in an attractive style every day, 
the impression soon becomes indelible 
and makes the advertiser’s investment 
a paying one. If advertisers would 
consider these facts they would readily 
discover that the South is now holding 
out to them a winning hand. 

STEVE W. FLoyp. 
APRIL. 


Sweet April, month when poets sing their 
merry lays 
Of balmy airs, of bud and bloom, of hill 
and dale; 
Sweet month, when inspiration leavens all 
the days, 
When—patent medicines receive their great- 
est sale!—Baltimore Herald. 
Some merchants care little enough 
For an ad or a newspaper pough 
Unless it is free— 
Then how quickly we see 
Their objection is merely a blough. 
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This cut represents many 
men who advertise: they 
reach out hoping to find 


Results. 
YOU don’t do this; you 


sit down and deliberate and 





go over the matter as a busi-_| 
ness proposition, in the light of all the facts; | 


you study the class of purchasers you wish to 

reach and think of how you can reach the 

| greatest number at least expense; you take 
into account the 


Waste of 
Circulation 


| of the different publications—the copies that 
go to people who could never be buyers— 
| then in your clear, final judgment you 


Use 


et ne Sun... 


..New York... 7 














PRINTEXKS’ INK. 


You can Watch the Presses 


for the circulation; 
ose ding 


You can Watch the Press 


The daily Metropolitan Newspaper Press; 
But you will not find a triumph o 
Journalistic ability equal to 


The Chicago Dispatch 
Circulation exceeds 


By Joseph R.Dunlop 50.000 


DAILY 
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Look at the half-tone pictures in 


Munsey’s Magazine 
for April. 


Did you ever see a better ink for half-tone work? 


No! 


Well, I will match that ink for you, 


in ten-pound cans, for 


$5 can. 


As a special favor I will send you 


one pound of it for 


$1.00. 


No black ink was ever made that I am not 
glad to match for you—one pound 
for one dollar—but the dollar 
must come with the order. 


Send for my beautiful Price List in five colors. 


ADDRESS 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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The Ripans Chemical 
Th d Company say that since 
ouSsan 3 they commenced adver- 


tising in the ROCKY 
and MOUNTAIN NEWS 
their sales in Colorado 


have become greater in 


ee neers 
Copies Daily. 


of the Union. 











The Rocky 
Mountain News 


DENVER, COLORADO. 


Eastern Office : —___.——_ 
11 TRIBUNE BUILDING, 
NEW YORK. 
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@@F" In proportion to population, the number of 
persons leaving Washington for a portion of the summer 
every year is more than three times as large as the hot 
weather out-go from any other city in the United States. 
Every one of the thousands engaged in government 
service at the National Capital is granted a leave of 
absence of at least thirty days every year, and this vaca- 
tion is almost invariably taken in mid-summer. The 
annual problem therefore with this vast throng of health 
and pleasure seekers is—what place can furnish the 
greatest advantages, all things considered ? 

Proprietors and managers of summer resorts who 
wish to share in so large and valuable a clientage as this 
should make their attractions and inducements known 
(and the earlier the better) through the columns of the 
WASHINGTON EVENING STAR. 

Everybody in the District of Columbia who has any 


money to spend for any purpose reads THE STAR regu- 
larly, and its advertising rates, considering the extent and 
quality of its circulation, rank with the very lowest in 
this or any country. 


New York Representative, 
L. R. HAMERSLY, 
49 Potter Building. 
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A Pointer. 


The 


one World 


NOW HOLDS FIRST PLACE AS 
THE FINANCIAL MEDIUM 
OF OHIO. 


THE WORLD STANDS FIRST IN 
FINANCIAL NEWS. 


THE WORLD STANDS FIRST IN FINANCIAL 
ADVERTISING. ‘ 

Business men now look to the World for accu- 
rate and reliable Financial News. They advertise 
in the World when they want results. ‘A Proof 
of the Pudding is in the Eating.’’ The World car- 
ries more Financial Advertising than any daily 
paper between New York and Chicago, and over 
FIVE TIMES as much as all the dailies of Cleve- 
land combined. These advertisers buy publicity, 
not merely space. 
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THE WORLD PUBLISHING COMPANY, 
B. F. BOWER, Vice-Prest. and Treasurer. 
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S. C. BECKWITH, Sole Agent Foreign Advertising, 
NEW YORK AND CHICAGO. 
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Canvas Backs geuin) 


vom TRUTH 


Prumy And Terrapin 


with a “large, cold bottle on 
the side”—that’s Baltimore. A rich, old city, full 





of people who live well and dress well and read the 


Baltimore 
Morning Herald. 


The HERALD is old enough to be a solid, sub- 





stantial success, and young enough to be progress- 
ive. Its advertisers are not hampered by antedi- 
luvian rules. Local advertisers like the HERALD 
because of its handsome typographical appearance, 
and because of the care it takes of its advertise- 
ments. The local advertiser is a good man for the 


foreign advertiser to follow. 


sean t for 1894. 


Morning Herald, 31,895 
Sunday Herald, 34,232 
ALL GUARANTEED. Weekly Herald, 20,740 | 
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The Following 
Explains Itself: 


St. Louis Chronicle, St. Louis, Mo. 

GENTLEMEN—I take pleasure in certifying, as a 
General Advertising Agent of long and large experience 
in the examination of newspaper circulation, that I have 
made in the interest of our clients a most painstaking 
and detailed examination of the paid circulation of the 
St. Louis Chronicle. 

I find that it has had, since last December, a legiti- 
mate, bona fide, paid circulation of over 100,000, and 
has at the present time a circulation exceeding 103,000 
daily. 

In this investigation every facility has been afforded 
me by the Chronicle's employees in the examination of 
the white paper consumed, the press-rooms, the returns, 
the general circulation statements, etc., of the Chronicle. 

Knowing that you have a circulation in excess of 
103,000, I herewith inclose orders to the amount of 
50,000 lines of display advertising. 

Yours truly, 
J. L. STACK, Pres. 
J. L. STACK CO., 
Newspaper Adv. Agts., 
Chicago. 


E. T. PERRY, 
MANAGER FOREIGN ADV. DEPT., 


653 TRIBUNE BLDG., 503 BOYCE BLDG., 
NEW YORK. CHICAGO. 














Advertising 
in 


THE ST. PAUL 
GLOBE 


Sells 
Goods 


You can reach the best 
people in St. Paul 
through the GLOBE.. 


517 & 518 TEMPLE COURT, NEW YORK. 


C. E. ELLIS, Manager. 
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U.S. Gold Bonds 


Are not to be compared 
with a contract for .* 
advertising in the 


t. Louis... 
Post-Dispatch 


(Daiiy, Evening and Sp Morning.) 


As far as an investment 
goes. So say the adver- 
tisers who have patron- 
ized its columns 








The Post-Dispatch is delivered i into more homes in and about St. 
ecaulSe Louis than the St. Louis Globe Democrat and Republic com- 
bined. 

We give more value for money received than any other newspaper, 
ecalulSe morning or evening, in the United States. 


Because The Post-Dispatch is the peels’ S paper, being the largest and 


most popular evening and Sunday morning paper in the great 


Southwest. 
Everybody advertises in the Post-Dispatch, which is the best evi- 


Because dence that it pays. 
CIRCULATION 
**It Does It.’’ 


POST DISPATCH’S Average NET CIRCU- 
LATION for March, 1895, 


ee 15:444 
ee 74,0909 


These figures are net after all deductions. 
(#" Circulation Books Wide Open. _g&} 
«e~sd 
S. C. BECKWITH, 

Sole Agent for Foreign Advertising, 


Tribune Building, ‘*The Rookery,”’ 
New York. Chicago. 
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A MAINE DRUGGIST’S ADVICE, 
By E. W. Mitchell. 


Why wipitcme: 8 among retail druggists is 
not more general has been a puzzling ques- 
tion to many people. Perhaps no business 
offers better opportunities for advertising 
than that of the retail druggist. The writer 
has spent almost all his business life as clerk 
and manager in drug stores, and his experi- 
ence has convinced him that advertising 
wisely and judiciously will increase the busi- 
ness of any store. Naturally, it must be 
done a little differently from the way it can 
be done in almost any business. You have 
the dignity of your profession to look after, 
and a too commercial aspect to the adver- 
tising of a drug store will hamper its success 
to some extent. While it is not advisable to 
constantly advertise bargains, there is no ob- 
jection to impressing on the minds of people 
that no one can sell drugs of absolute purity 
cheaper than you can. here’s your chance 
—purity. That little word contains the germ 
of more good drug advertising ideas than any 
other. The publicis ignorant of medicine ; it 
has an idea that medicine is a great mystery, 
solved only by the few, and looks eagerly for 
instruction. This makes it easy for a con- 
vincing ad writer to make people believe they 
are taking a risk if they take anybody else’s 
drugs than his. Not that I believe it is neces- 
sary or wise to humbug people; I mean a 
skilful ad writer can so impress the pate 
with the fact that his drugs are pure, that 
their minds will instantly revert to his store 
when pure drugs are in question, and they 
will feel a disinclination to patronize other 
drug stores. 

Impressing this fact of the purity of your 
drugs on the public’s mind is best done by 
short and terse newspaper talks. Suppose 
you take rochelle salts as subject for one 
day. You could give a short account of its 
origin, its preparation, and its uses. Then 
might follow a short description of how it is 
possible to adulterate it, and the danger of 
taking any but the purest—such as yours. 
Of course this is given simply as an example, 
as rochelle salts might ordinarily be consid- 
ered too small a thing to advertise. The 
idea, of course, is to make people understand 
that each and every drug sold at your store 
is better than can be found elsewhere. 

Another way of impressing the public that 
your store is worthy of patronage, is to ad- 
vertise the fact that you do not “ substitute.” 
Substituting other drugs for those called for 
in prescriptions, is a crying evil in the dru 
trade, which has been greatly agitated. if 
you succeed in convincing people that you do 
no substitution, you have opened the door to 
their confidence and trade. 

A word as to dead stock—which is bound 
to accumulate in every drug store. Among 
such stock the principal articles are patent 
medicines, the manufacfurers of which have 
stopped advertising in your locality. Now, 
what objection is there to your advertising 
these things yourself? Look at the labels 
get an idea of what the remedies are good 
for, and with your knowledge of advertising, 
gleaned from Printers’ INK, advertise them. 
The manufacturers’ previous advertising will 
pave the way for yours. J 

In these days of acute competition, every 
druggist must advertise more or less, and to 
get the full advantage from it he must do it 
properly. How many of us know that space 
in the local paper where, month after month, 
appears the old story about “ Peter Pills, 
Druggist and Chemist, Full Line of Patent 
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Medicines and Toilet Articles.’”’ It makes 
no impression, because there is nothing in it 
to impress the mind. The public does not 
want a bare fact ; it wants details, prices, in- 
formation. In these days we take our pills 
sugar-coated ; we want facts in the same way. 
But the druggist may be a bright business 
man, and yet be entirely incapable of writing 
an ad. hat is the remedy? t us see. 
When a druggist wants to make a specialty 
of perfumery, for instance, what does he do? 
He buys the books on perfumery, and reads 
what other men who have made a specialty 
say about it, and profits thereby. And that 
is exactly the thing he must do in regard to 
etting up knowledge of advertising—buy 
the book that gives you this knowledge. 
Printers’ Ink is a text-book on the subject 
of advertising. It contains the advice and 
opinions of men who have made the advertis- 
ing business their specialty, just as you have 
made the drug business your specialty. Two 
dollars a year spent for Printers’ Ink will 


give one more points and ideas on how to ad- 
vertise than any other paper published. 


scanners 
DRUG STORE ADVERTISING. 
By Lewis Garrison. 

A drug store is generally pretty well known 
to the people cf the neighborhood it is lo- 
cated in, for it is the drug store that is sup- 
posed to deal out information and have a 
telephone, city directory, stamps, etc., the 
same as drugs and medicines. The goods that 
are handled, and especially the patent medi- 
cines, are a household name, simply through 
the advertising by the firms wno manufacture 
the medicines. 

The judicious advertising of a drug store 
depends upon the size of the place where it is 
located, the location of the store and the class 
of people that it desires to serve. If a drug 
store is in a village where country people are 
constantly driving, it is a good idea to have 
mile-posts correctly placed upon all roads for 
a considerable distance, stating the number 
of miles to town and the name and address of 
the druggist. Farmers, as a rule, are appre- 
ciative of anything that tends to help in any 
way. They will protect the little mile-post 
from depredations. 

* The location of a drug store is the second 
thing to consider in its advertising. A good 
corner room in a hotel block or any first-class 
business block is worth considering when it 
comes to advertising a place. 

All drug stores will, of necessity, have all 
classes of customers, but as the poor man’s 
money is as good as the rich customer’s it is 
well to cater to both. It isa well-known fact 
that all classes read the newspapers, and if 
the advertising druggist has an advertisement 
in the paper it is reasonable to suppose that 
he will get all classes of trade to some degree. 
The advertisement should not be long and 
tiresome, but short, terse and attractive, tell- 
ing in few words what the dealer is offering 
and the price, if deemed necessa: Abra- 
ham Lincoln, when running for election to 
the Illinois Legislature, made his political 
speech after his opponent had talked two 
hours. The speech occupied about three min- 
utes’ time, and stated that he was before the 
people for the election to the Legislature and 
that he was “just poor humble Abe,” and 
would be thankful if the people elected him 
and it would be just the same if they didn’t. 
Lincoln’s hearers were pleased with the short 
speech and Abe was elected. So itis exactly 
with advertising ; it will not do to weary the 
advertisement reader by going into details 
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and putting a lot of stuff into an advertise- 
ment that nobody reads but the printer and 
the proof-reader. ein : 

The most valuable advertising in a daily 
newspaper is lines amongst the reading mat- 
ter. It is the most expensive, but then it 
pays. It is absolutely incorrect to think 
that the most attractive advertisement in a 
newspaper is the one where bargains are of- 
fered. It isa false impression. There is a 
certain percentage of people in a city that 
are constantly sick, having colds, neuralgia, 
vertigo and countless ailments. They areon 
the lookout for a place where they can get 
pure drugs. If you are a druggist and are 
sure you have pure drugs, do not be afraid to 
tell it to the public. 

It is a grand good thing to obtain the trust 
of the public; for when the general public 
have faith in the veracity of a drugaist, and 
are convinced that he compounds his drugs 
skilfully and honestly and sells them for a 
reasonable margin above cost, that man is in 
a fair way to attain success. 

A few original sample advertisements for a 
druggist are printed Telow : 


CINCHONIDIA 
Is commonly substituted for 
QUININE, by druggists of un- 
scrupulous business principles. Why not deal 
with a druggist that takes pleasure in selling 
pure drugs? 
THE PEOPLE’S DRUG STORE, 


SEAMAN BLOck. 








WE 
INVITE 


INSPECTION 


from patrons to the cleanliness of our 
prescription department. 
WICKHOFF BROS.’ PHARMACY, 
Cor. BurDELL AND Bee Sts. 


“PURE DRUGS.” 
Registered by Examination 


are all our clerks who have access to our 
prescription department. Nothing but the 
purest drugs and chemicals allowed on our 
shelves. : 
HESS & WALCUTT, 
Batsam_ BLock. 








We 

Are 

A . . 
. 

Judge 
of pure medicines, and thereby are compe- 
tent of buying the finest and best drugs from 
the leading manufacturers of the world. 
Bought for cash, we are capable of giving a 
lower price than competitors. 

MAXWELL, THE DRUGGIST, 

Morcan Hortev Biock. 
+o 
More than half the articles comprising a 

druggist’s stock are widely advertised without 
any expense to him. The demand for those 


goods is already created. The balance of 
what he has for sale he should advertise 
himself. 


(Cut of 
pestle 
and 
mortar.) 





PRINTERS’ INK. 


ADVERTISING THE SODA FOUNTAIN, 


If the druggist realizes that in his soda 
fountain he has one of the best sources of 
revenue in his store, he will nes realize 
that special attention should be paid to ad- 
vertising it. The case of one hustling druggist 
may help his fellows to “‘ go and do likewse.”’ 

At first this druggist advertised the fount- 
ain exclusively in the local papers; but as 
these were issued weekly, the weather was 
not always as hot on the day of publication 
as on the day when the ad was handed in. 
This was realized when a most attractive ad 
of frigid ssda appeared on a drizzly, raw 
day ; and a facetious customer remarked that 
“hot soda” should have been advertised. 
Then the druggist realized that another 
scheme would have to be developed as an ad- 
junct to the newspaper advertising. 

It was a July day, and its temperature was 
about roo degrees above in the early morn- 
ing. About nine several hundred envelopes 
were deposited in the post-office, each en- 
velope addressed to a probable customer, and 
each containing a very neat and correspond- 
ingly attractive four-page brochure printed 
on heavy bristol board. The outer cover pict- 
ured an artistic Arctic scene, whose tempera- 
ture was evidently a blissful relief from the 
sweltering of the “ temperate zone.”” Thetwo 
inside pages described concisely yet com- 
pletely the coolness and general excellence 
of * Pestle’s’’ soda, just so as to make one 
realize that he required it immediately on 
such ahot day. The last page was devoted 
to advertising a special drink made by the 
firm. In this and other ways two thousand 
copies of the booklet (five thousand had been 
printed) were distributed. Permission hav- 
ing been obtained, several hundred more 
were given out at a public meeting during 
the evening. Those remaining were kept for 
future use, and for distribution at the store. 

The response to this _o was immediate 
and very gratifying. The thirsty quenched 
their thirst quickly when they Laned the 
easiest way of quenching it. The coolness 
of the little booklet seemed to accentuate the 
heat of the day; it impelled one to overcome 
that heat by the pleasant means suggested in 
its pages. I was not surprised when told 
that it had nearly paid its whole cost before 
the middle of the afternoon, and that “ all we 
get now will be our profit.”” But the most 
pleasing results were to come. The attend- 
ance at the meeting had been large; and hot 
in a The booklet, therefore, ap- 
pealed to the audience very forcibly; and 
after the meeting they crowded into the 
store. Soda was in great demand ; and, best 
of all, the patrons waited for their turn, and, 
regardless of the fact that there were other 
fountains in town, stayed to drink at the one 
whose attractiveness had been advertised. 
The proprietor remarked that ‘‘ he could keep 
’em, if he once got ’em coming his way.” He 
meant that his flavors were the best, and 
with thin glasses and dainty service, cus- 
tomers were not repelled but attracted. 

Every druggist can hope to be successful in 
this way. e human species is gregarious 
and will go to the popular store. The wa 
for a store to be popular is to be advertised. 
People talk about few men who are not ad- 
vertised. It is interesting to note that the 
booklet was compiled from hints found in 
back numbers of Privters’ Ink. The ad- 
vertising page of the special drink was com- 

sed of extracts taken almost bodily from 
the * Little Schoolmaster.”” And the idea of 
the booklet from the issue of April 11, 1894. 

W. J. Corcoran. 
Stoneham, Mass., April 2, 1895. 
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SOVEREIGN CUKES GALORE, 


The catalogue of a great wholesale drug 
concern gives an impressive list of the propri- 
etary medicines that are sold to the American 
public. Such a catalogue makes a book of 
over 400 pages, with sixty articles to the 
page. An examination of this interesting 
publication shows the existence of seventy- 
eight “balms,” each with a destructive 
name. Under the general name of “‘balsams’”’ 
there are 241 preparations. Extracts of beef 
in various combinations with iron, wine, 
pepsin, etc., come in sixty-three shapes. 

or the use of people who scorn to take 
liquor for its own sake, but who are willing 
to take a daily portion of alcohol in the guise 

f “ bitters,” a choice is offered between 136 
more or less well-advertised concoctions. 
There are twenty-five blood purifiers, and 312 
remedies are put up in “capsule ’’ form to 
be retailed by druggists. There are twenty- 
six kinds of medicated cigarettes. ‘Cordial’ 
s the soothing name given to sixty-eight pre- 
scriptions for various diseases. 

Of toilet preparations known as “ creams,” 
there are ninety-six brands. There are 374 
nostrums labeled “‘ cures” for man and beast 
and for every ill that flesh is heir to. Of 
tooth powders, pastes and other dentifrices, 
a bewildering choice is offered from 286 vari- 
eties. Of “‘drops” there are 104 standard 
preparations. “Elixir” is in high favor, 
and the up-to-date druggist must carry 167 
seiections. In the line of “extracts” there 
is a choice of 291, exclusive of perfumes. Of 
baby, brain, nerve and other ** foods”’ there 
are an even too. Twenty-three manufact- 
urers have hair dyes on the market, and other 
preparations for the hair under various 
names swell the total to 200. 

Of liniments there are 146 patented varie- 
ties. People with delicate palates may take 
medicine in ninety-three forms of lozenges. 
There are 214 oils and 195 ointments. There 
are eighty forms of pepsin. But pills top the 
list, there being on Jan. 1, of this year, 577 
kinds known to and handled by the trade. 
The popularity of plasters as a remedial 
agent is proven by 154 distinct brands. Of 
powders there are 417 varieties, and they are 
second in number only to pills. One brand 
is known as the “P. D. &” “ Relief” is 
the trade-mark of sixty-three remedies, while 
‘Remedy ”’ is sufficiently descriptive of 268 
nostrums. ‘“ Restorers’’ there are to the 
number of fifty-two and “salve” is good 
enough for 171 preparations. Druggists are 
expected to furnish any one of 355 kinds of 
soap, each possessed of curative power. 
Drugs are advertised as *‘ syrups” in 408 
preparations and there are 199 kinds of ‘‘tab- 
lets.’ Tonics are listed to the number of 
118, and medicated waters in bottles come 
from 184 springs throughout the world. 


conncenisienliliiiateinstinien 
TIME TO CALL A HALT. 


The Post-Office Department is acting in a 
very autocratic manner with publishers. No 
paper is safe. If the owner advertises a 
horse for sale, a house to rent or wants a 
cook, his paper is an advertising sheet, un- 
mailable as second-class matter. Indeed, if 
this thing keeps on, publishers will not be 
able to announce that they have space to let 
or do printing. More common sense and 
less red tape would be of great advantage at 
Washington.—Long Branch (N. J.) News. 

~~ - 


My business was bad, almost on its last 
legs. I took Printers’ INK, used its advice 
and found it an excellent corrective and 
alternative. 
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CHICAGO DRUGGIST’S ADVERTISING. 


Many of the drug stores, particularly in 
the suburban districts, have cards in the win- 
dows inviting the public to make itself at 
home there until the car comes. The motives 
of the druggists are wholly disinterested, of 
course, but this arrangement has been found 
to result in a considerable increase in trade. 
It popularizes the establishment in the neigh- 
borhood in which it lives.—Chicago Tribune. 


—_ _ 


A DELIGHTFUL SPRING TONIC. 


In the spring your trade may experience 
“that tired feeling,” be languid and flabby. 
Try judicious advertising and then you will 
be obliged to doctor your salesman for ex- 
haustion instead of your business. 


aan 
A RELIABLE RECIPE. 

For a weak trade—a double-column display 
ad administered in each issue of a newsy 
paper with a good circulation, To make this 
remedy more efficacious, it should be com- 
pounded by a shrewd advertisement writer. 

——___+oo—___—_—_ 

Tue powder that goes off best is that best 

advertised. 


No prucaist with a grain of common sense 
would scruple to advertise. 

No CosMETIC can produce effects equal to 
the smiling countenance of a pleased patron. 


Ir you wish to court trade, do not use 
plaster, but advertise. If you sell at cut 
rates let the public know. 


Tue dispensary manager who reads Print- 
ERS’ Ink for a period finds a decided objec- 
tion to it. He cannot dispense with it. 


Tue fact that the most conservative, as 
well as the most enterprising, wholesalers 
and manufacturers are, and always have 
been, trade paper advertisers is more than 
sufficient argument to prove the value of 
good trade paper advertising.—A merican 
Druggist. 


No issue of the Piqua Datly Cad/ through- 
out the year 1894 was so small as 1,400 copies, 
nor so small as 1,200 in 1893. And yet the 
year book issue of Printers’ INK omits it 
from its list of Ohio papers having more than 
1,000 circulation. The editor of the Ca/Z is 
of the opinion that Mr. Bissell did quite right 
in refusing to circulate that number of Print- 
ERS’ INK at one cent a pound, 


Classified Advertisements. 


Advertisements under this head, twolines or wore 
i ‘ ust be 


without di y, 25 cents a line 
handed in one week in advance. 


WANTS. 
Goon HOUSEKEEPING. Ads. 


( ; OOD HOUSEKEEPING. Ads. 


IVE druggists to follow ‘me to the “ad con- 
L structor”’ column, about two pages further 


on. MANNING. : 

\ 7 ANTED—To = printing press ; 
description and lowest cash price. 

SLED CO., Odessa, N? Y. 


press to send 25c. for recipe of best pad- 

ding glue and ink reducer in existence ; glue 

id. BENJ. POWELL, Foreman Gazette, 
Greenup, Ky. 

DS for EDUCATIONAL INDEPENDENT, school and 

home weekly. Proved circulation, 7,500. 

25 cents per inch. Get sample. ED. ‘PUB. co., 

Edinboro, Pa. 


ve full 
DESSA 





s/ 


24 
0.00 for opal ad .00 for 

= Dest ad t for an ut focal ved by 
Li aux CHAMBE! 87 King St., 


Went, 


oa 


W422 peers ep ts yand sub: 
rig hdres"  CIRCULA TION,” ~ 


enantio 
ive man fcr age wi 


ave, ube. wand. Te porting. Lown 6.005 


address“ ERM “y 


Printers’ 


| WART 0 Setcian men ss man to take full c! 


Mexpected ana al iculars ; also state 
whet could irish & a@ complete plant for. 


ox married man, fearon 
business management of a 
sires position to manage to e Popath or 


gree, pou Now k cago. rea- 
sons for change. Address “* ¥ Me .” Printe: wae Ink. 


WOULD like to be a repo wer fer come % to 
ve newspaper, wi not o eee 

ad in 

a ye 

'y record is O. K. nay if wanted. - 

dress “ YOUNG MAN,” Printe; Ink. 

DVERTIS EMENT writer 1 writer wanted by dry goods 

house. Permanent ition for = ‘win oan 

fs. business facts ep ically, dh. ~— 

ker-fashion. Ad i age, ex- 


pected. on inclose specimen ad on way ou ject, 
BOSTO: No PO. Box O72, New York. ‘ 


yY OUNG man, with practical knowledge of ad- 
rtising would on with concern 





’ LS ar ms sale to the firm that 
appreciate an ano = and Rpromete 

a capable 

‘books. (a. o) and filled 


ie 
ago. “BUSINESS,” Printers’ Ink. 
S® UCCESSFUL advertising 1 man, 27, open A 

15, would with ‘frm, Witoleale 
and favorably mentioned 


Thorough practical experience includes prepara- 
tion = intimate knowledge of type, 
tracting mediums, rates, etc. ; also originat- 
ing of schemes, novelties and ying 
* ‘Advertiser has traveled extensivel 
as ; 


. m 
fe, and full 


. ayetemn. (for 
if any, is for 
. concern, Proprietary a article or medicine, 


es "Address exer store. References the 
Bre BLE,” care Herald, Balti- 
—X 


— +> —— 
NEWSPAPER INS R INSURANCE. 


ee ae YANK, Boston, Mass., Mass., wards off business 
h. 6, 000 monthly. 


ELECTROTYPES. 


TEREOTYPE, LINOTYPE 

metals; copper_annodes 
etchin; . MERCHANT & CO., 7 ooiT 7 Arch St 

elphia, Pa. 
het fg * - and get our best half-tone- pees. 
ids of cuts * rhoee § as ae mAsing: 

Write us your wants. ng ‘0 
GRAVING CO., 185 Madison § ie wy; Bi. 


oU en ha age —_ own ads, but one thing 
n’t make your own oats. 
Think of of us; 7. 50 Ofor best half-tone cut ; Horo 
like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 ‘Madison St , Chicago 


PRINTERS’ INK. 


MERCANTILE LAW. 


C4vAnees & THOMAS, Omaha, Nebraska, 
lawyers and Collections or job- 
bers handled anyw. ere. "tn lowa or Nebraska 
with success ; 2,000 of the leading Eastern job- 
be: ~ 4. very week. Are rec- 
jit men as the best system 

tching their trade. Write us. Reference, 
W. & J. Sloan, New York City. 





—_+o+—__—__ 
MAILING MACHINES. 


$1. 400 rie 3 cts. for money order) is the 
D) price of m elham Malling System 
= eee, I have =e 
erchants’ Journal (wee! 
; I used to write the 1x 
co I do the whole busi. 


oy oie 
470 sul 4 
name on each paper. 
ness in —— the ti 
no lists. A prac 
mon’ wi 01 
Cc P. ADAMS, Topeka, Kan. 


o> 
ADVERTISING NOVELTIES. 
—_ for sample novel ston, tex 
$*%. Sinwo ADV. CO. Mio Division st X 
F oR the 


purpose of inviting announcements 
of Advertising Bovetties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one oe 


ETAIL MERCHANTS—You can 
reory am own. 
soe. Shee ne 


—_ 
fuaely it il- 
$10. Lyi -- 
* IMELY® TOPICS PUB. CO., 295 
est, Boston, Mass. 


n, 


SUIrPLIES. 
\ fF AN ——— 
rs’ Rollers. 


INC ve etchi BRUCE & COOK, 190 Water 
St., New York. 
c pes PAPER is Printed y with ink manufac 
by the W. D. WILSON PRINTING Nk 
Co., L’t’d, 10 — St. .» New York. Special prices 
to cash buyers. 


a age way of fancy 
itab) r fine trade. 
pator r our a. Tn catalogue. 
oRiFFITH. AXTEL .& CADY CO., printers and 
embossers, ‘Hol yoke, Mass. 
—— +o), 
. MISCELLANEOUS. 


Ge HOUSEKEEPING. Excellent. 


at Dea tae make a 





G OOD HOUSEKEEPING. Excellent. 


66 [¥ her Post-InTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”—Harper’s Wee! ee 
T= Buck are Coes Plate Co., 52 yy ma 
8t., Lye | id, Cae raat 

60 per cent original Write for ——_— 
CKENZIE SLA oa can anseentul extend 
circulatio: ‘ect ; ob- 


‘Permanent ad- 


blishers Write criptions oh 
Frese 1796 79% Main St., Dubuque, a 


PRINTERS, 


yas BIBBER'S 
Printers’ Rollers. 


T= LOTUS PRESS, 140 West 23d St., N. Y. ‘nd 
ads under Advertisement Constructors. 


3d fees, 


“sandwiches 
Heights, 


+4 ford ~4 1,000 circulars, 50 wea or 
r, and ney are not 
ut “Address * PRINT rouck 


NTER,”’ Hasb: 
RINTERS—We make type, cases, stands and 
mae i om that a printer needs—and 
rices are t. rst. WALKER 
NAN, An ‘to 206 William oe  & 2 


Bo vasiness. "Foe. per million, to advertise your 
1,000 w oop. Write for esti- 
our Ww est prices in the U. 8. 


ye 
SPRINGFIELD PUB CO., Springfield, Mass 





PRINTERS’ INK. 


STREET CAR ADVERTISING. 


FS.é Stott Car Advertising, everywhere, 
W. LEWISCO., Girard Bldg., Phil’a, Pa: 

——__ +o 

PAPER. 
NV a. & Co. gre the paper for 
i . We invite correspond- 


po reliable houses regarding paper of all 
kinds, 45 Beekman St., New Ycrk. 


8 
BILLPOSTING AYD AND DISTRIBUTING. 


P. PRINTZ, distributor of of ahvertining, matter 
730 9th St., N.E., E., Washingto' nm, D.C. 


RAND RAPIDS, Mich. (po ower) 5 
reoreed* t R. MATH. 


¥ be thorough! 
ESON & CO., distributors, 40 So. 4.t St. 


TO LFT. 
y= Boston. Space. 
HOUSEKEEPING. Space. 
. P. HUBBARD, tD, Mgr., 3 38 Times Bldg., 


OOD HOUSEKEEPING. Space 
H. P. HUBBARD, cos 38 Times Bidg., N.Y. 


G°e oop NY. 


BOOKS. 


LD books bought and sol and sold. Send stamp for 
list. Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, Mo. 
pArase SIGNALS, a manual of ' practical hints 
for general advertisers. Price, by mail, 50 
vents, Address PRINTERS’ INK, 10 Spruce 8t., 
New York. 


i An 
PREMIUMS. 


PREMIUMS—Best and up to date. THE CUR- 
RENT PUB. CO., 1026 Filbert St., Phila. 


CIRCULATION | BC BOOMERS — New premium 
bi blishers 


Pul 
= do well to ad fess SKKYST: NE PUBLISH ING 
., Kighth and Locust Sts., Philadelphia, Pa. 


Seine MACHINE, $2.40, A perfect little 


machine and warranted to do good sewing. 

A splendid — for your premium list. Write 

for terms. Fomple oy nee on o— tof above 

peice. PECK SNYDER, 11 and 13 Beekman 
, P. O. Box 2751, New York City. 





ILLUSTRATORS AND ILLUSTRATIONS, 


Q@OLID TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


Soe TYPE talks in GOOL in GOOD HOUSEKEEPING. 
xX ustra 
Engravers, 10 Spruce 


ads show excelient. 
} SENIOR & CO., Wood 
e St.,New York. Service good and prompt. 
ANDSOME illustrations and initials for mag- 
PAN ILLUSTRATING CO, Newark, N.J. 


pictur ES POSSESS POWER—I make 
cialty of the advertisin; a. Ten bright 
pa ae ttle dra .or no pay: 


LLIAMS, 83 L. &'T. Bldg. W Wash. D. 

ADUVRESSES AND ADDRESSING. 
50 “Me00 n tunes.” DEMOCKA, Albion Ina 
EX. 


neon wra) uppers, et 


$i per M. ae TOWNSEND, 
for mailing, 
Minna. 





EITERS bought, sold or exchanged. Big lo 
rent, all’ kinds, either sex. “ADVELTIS- 
9 TETTER BUREAU. 447 6th Ave., N. Y. 


2,600 NEW addresses for 50 cents ; 400 of this 
10 Ft wetiooinge: Ta WO at ears on 
10 ‘0 ” 
Detroit, a. 
RS bought 


Ls sold or pentes. Valuable 
4 lines of fresh letters always in stock for 
rental. Write for! lists and_prices. Medical let- 
ters a special A. LEFFINGWELL & CO., 112 
Dearborn St., Chicago, Il, 


25 
FOR SALE. 


$1 3 4 lines [50,00 co aoe 
Wout An's WORK, Ati Athens, 


$22 BUYS 100,000 6x9 circulars. MAYER’S 
ELECTRIC PRESS, Madison, Wis. 
66 UN  gisy + INTELLIGENCER —_ has one 
0 e four rs 0 e Pacific 
Coast.” — Ha: larper’s 3 Wookly. Pape 
~OR SALE CHEAP— 200,000 200,000 addresses, male and 
re Cy ie “3B. B..” 
929 Kiinntse Ave. Atlantic antic City N 


ae? SALE--$4,000 worth of of 


the dollar Some less. L. GALIT. 
ler Theater, Chicago. 


\ 7E Save on hand f sale $ copies of Vol 8 
d 8 comes < ‘Vol 4of Mpg = 
bonne in cloth. If 
with $2 
Now ork. 


EWSPAPER FOR S8Al ag AY 


ORD, penaee at Hinsdale, N A; ry * Hob 
ow Reason for 


, the death of 
e editor. nd dress EDWARD S$ "EBBINS, Ad- 
minist 


r. 


proven. 


local di 
for Been 
» 1505 Schil- 


want one or 
NTERS’ INK, 10 Qprece St, 


O NEWSPAPER MEN—For sale, an old-estab- 
cavit lished, live weekly, in a ct ity of 20,000. Good 

vertising mage am m increas- 
ing. Pricelow. Address “ EDITO are Print. 
ers’ Ink, New York City. 7 


OR SALE CHEAP— Event and 
Ik plant, steam Campbe anil Gordze = 


presses ; 
full equipment ; invoice. city, wes! 
county & sont 5 Cent: Iinoks A sd Ad- 

F. W., Meare Printe rs’ Ink. 


FORSALE Perfecting Pres nag Freee ,Gomsmaipe,neasty 
Sa. er, dust as good as w 

it my the om 4 oF S page | : 

coun or 

aoe or book ana 


and p hb} 
Sold } my no ° fault Address Chas. P ¥ Dis: 
Springfield, M 


ae ba finest job prin’ ffi 
ee At P “ay 7 ice, ina 


hern ci 
loca’ ted. he off office ‘has 


kly paper 
10 a weelt Price low ; 
” care of t Printers’ Ink. 
. SALE CHEAP—A wi well-established after- 
m ener, with a complete job office, new 
web web prea oo be ete. dina 
population. A tret-class oppor. 


s 3 he a live new: Terms can 
to None ahaa 


Healthy ata pleasantly 
the name, ~% 
brings bn 


“ PAT 





per man. 
arranged suit purc! r. 
need apply to * D. M. P.,” P. 0. 


Ons yo ge aD 5 


cel 
pts pay aye expences. 
Price, $s wr 

n adivertia 


Pee SALE—The daily and weekly FREDONTAN, 
of New Brunswick, N. J., one of the oldest 

d best known newspapers "in the State, is of- 
fered ior sale. In — ~~ r. a oy 
energetic aewapepe n ea made a 
very valuable avi Job, x ent 
attached. Address ce EST, eceiver, 
New Brunswick 


r= astB~Oue of the mos the mest complete and best 
located prin nting offices = = ny AL 
a weekly i pa: ron- 
Is res well now and will continue to 
‘interest on investment. III health com 
the grepeater ¢ to sell at once, even at a 
If you mean business, answer this advertisement. 
Address “ BUS.,” care Printers’ Tak 


R SALE—The entire plant of A late Lock- 
port Daily and Semi- 
solidated with the Lockpo. 


en at once. Address UNION-SUN, 
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PRESSWORK. 


have a Jong run of presswerk it will 

ou to consult us. press-room 
x of work. ‘ost Tenoqnaple 

FERRIS BROS., 34-330 Pearl St., N. Y 


i you 


—___ ++. 
ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’S GUIDE, Be. a a year. § Sample mailed free. 
¥ you wish to advertise a anything anywhere 
any time, write to the GEO. P ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


E don't sell adv. space below cost, but we 
NW sae business. 


crowd on Geo 
} will pa to write before So. ~~ 
tlanta, Gi 


JOHN BRATTO! 


lacin; 
Co., 


—_+o»—____- 
ADVERTISING MEDIA, 
| HE YANK, Boston, Mass., 60,000 monthly. 
RoRLAM, Maine, Day 
in three counti 
Vs you advertise = Ohio y 
For particulars address 

Park Row, New York. 

A F caggee advertising in PRINTERS’ INK 


ie amount of $10 is entitled to receive 
the paper for one year. 


DatLy Star. Only daily 


ou will get results. 
. DLA eCOSTE, 38 


¢¢ | N her Post-INTELLIGENCER Seattle has one ~ 


of the four Weekly. rs of the Pacific 
Coast.” —Harper’s cheeg 


1g € ree advertisers paper ere papers! that bring results. 
; COSTE k Row, New York. 
ious ie ue mediums only. 


4 OU CAN'T get along owt Lemmy i adver- 

tising. The Germania Publishing Co., Mil- 

— publishes the banner German advertis- 
mediums. Circulation unrivaled. 


pH MIDLAND MON THCY, Des Moines Iowa, 

reaches the best ple in the eight North- 
western States. Emp! Dylon no Eastern solicitor, 
it makes a uniform rate so low that advertisers 
rt big returns on small inve investments. 


ou advertising in Ohi in Ohio! We invite your 
A eet the Dayton MORNING ie 
copies daily ; 
Sa tecke cack issue, an’ 
Lsediee re B are the representative fam- 
with their com- 
ed Hap ok of 14.000 copies daily thor- 
oughly reac omes section. Dayton 
is of 80,000, and the "Naws and 
and have al- 
a agra 
ew york. 


rt o 
nb La Cost Park Row, 


ADVERTI SEMENT CO CONSTRUCTORS. 
B®" Ads. 
A DDISON ARCHER, 1 Union §q., N. Y. 
4 
A” SMITH. Baltimore. Washington. 


Baltimore. Washingt 


PRINTERS’ INK. 


Gey Ung te ee FES BO 


“PARE sample retail ads ads for forme Money back 
if a = are not correct. . B. POWELL, 
Lacon, Ill. 


"VE been 

years. Lae me ty youre. 

leston, ill. 

BS KLETS—A well-written eigh 
with cuts, to fit your business, 

132 Nassau St., N. Y. 

Qarts s ADS ve a! ~ 
wyone on’t. 

son 8t., N 


USINESS Seraeaa inka interested ? I assume all 
details of writing and printing. CLIFTON 
WADY, Somerville (Boston), Mass. 


ny. ERASER, 18 and 20 Rose St., N. Y., dealer 

leas that are practical ’and schemes 
ehebivcenelill Write for samples, estimates,etc. 
Pine inefose gl, and Tit return portion culars to me, 
ose $1, and 1’ll return ot satisfied. 
a 74 ES R. LONG, 1308 B S8t., 


4% Ww. ates 
De ads, peepetsons etary remed. 

a ial 
oy rT ae te v 
Ring. So. Bend, Ind. 


OF course you can’t know what I - by until 

you see what I havedone. Let mail a 
few dads and ends. JED SCARBORO, “pox 63, 
tation W, Brooklyn, N.Y. _ N.Y. 


pleased wit with your ads, wri 
nd 2c, stamp for SPR Sa oo 
leased, too; 4 ads, $2. 
ve., Philadelp hia, 


Tous BULLETS,” the little booklet 

has brought lots of business to me, 
Dats sath Bae nW, Brooklyn, N- ag SCARBORO, 
Box ion rooklyn, 


M art be I can hel pyou out a am. i Let me show 
u some evidence of my ability. can 

send stamp if you are in enrmac. JE 
BORO, Box 63, Station W, Brooklyn, N. 


HAVE recently gotten out four ones double 

column ill ads on b- 

ect. 1 will send proofs 2 oo 2-cent samp to 
advertisers only. BRETT, 132 Nassau St., N. 


ee for 386 advertisements a year. 
“ 
E L. SMITH, PA. a Bldg., Boston, Mass. 


66 af yey 4 FOR RETAILE me, ” 64pages, 
aay —_ Son’ oF S aaa uarter’s 

wait you may ha ve Jor quarter back. CHAS 
AUSTIN BATES, Van erbilt. nderbilt Building, New York. 


Ds the printed ‘matter which you have been 

utting out pay ' If it does not we are con- 
fident we can make Remember we do the 
whole_business, 1 and printin; es = Wit 
mean beens send for samples. Ad 
JOHNSTON, Manager Printers’ Ink Press, 1 
Spruce St., 7 Bee York. 


F good, careful work counts I should be al- 
lowed to write your ads. Just for ee — of 
getting acquain with ad ons ri write 5 
erode as fo for My Ag 2, $2. = what 
1 ca want, send ta, p 4 of old, ais, 7 if 
cont. please you—your money back. H. P. 
WN, Paulsboro, } 


sain labels on potties om 
As are ve eine from 


ads for'20 
. H. UHLER, 


po books 
BRETT, 


i 0 if you like ow pee 4 
F. HUNT, 48 - 


ads, circulars, 
me what you 


Tell m 
rms. ULYSSES G. MAN- 


none tee 





Gum has ideas. 


F McC. SMITH. Raltimore. Washington. 
* 


F McC. SMITH. Baltimore. Washington. 
. 


r McC. SMITH. Baltimore. Washington. 
e 


F@PORY ade. JA JAMES | R. LONG, Wash., D.C., 
1308 B St., 8. W, 


WRITE 13 correct petal nds for 85 Can I write 
yours! W.B. POWELL, Lacon, Ill. 


Wan writes right. Ads, - J. FRED 
WRIGAT, 2.9 Monroe St. ‘Brookiyn, N. Y. 


we frequents 
ven much. “> tho 
tith to. |! will undertake he 
designs an Cy fo -. vo 
paceney consider this work as im 
that I do. CHARLES AUSTIN BA’ ES. V = 
derbilt Bidg., N. Y. 


¢6 "HE first aim of The Lotus Press is to please 
the customer—then they want the work to 
be so superior that the imprint will be looked for. 
For this reason they sometimes t a job in 
two colors, thou e customer is paying only 
for one. I woul Fie eee oe any one looking 
steful printing to visit 


for cotginel ons and ta 
Lotus West 23d S8t., § 
some of their wan might he getting up 


of something you hadn't before thought of,” 





PRINTERS’ INK 


Tven "VE written oon ote, la drug and mod:cal, for 
‘ore tet al —_ 

practice, my most valuab! 
ment re ~ the Soar know gained 
ruggist. ose 
learned 
of t the ais brought 
rem can make 
oe ly i spec- 


‘our uest 
for samples early. ULYSSES G. at NIN 
Bend, Ind. 


them. 


» So. 


JLANS aye ADViCE—I prepare Plan: for 
Generel r local advertisers. U ader this 
same headi salen, would come the criticism of 
methods and matter. Good, honest criticism is 
sure to be worth something to any es = e, 
large or small. Urdinarily | charge ten dollars 
for a letter of advice and criticism. I cannot 
e even an approximate price on the prepara- 

tion of pla: — as this must necessarily vary cun- 
siderab! the variation the amount of 
advertining to be done, and in the difficulties 
whic t themselves. CHARI: ES AUSTIN 
BATES: Vanderbilt Bidg., N.Y. 


\ 7E are not very high- priced—we are not low- 

priced— but no matter what price you may 

ny you can get no better work. Then look at 

he advantages we offer: The whole thing done 

. ft the a Pog tg my 2 illustrating, pa ting, 

all mail. No middleman; only one 

AT. booklets, advertisements, cat 

alogues—every kind of printing that needs to be 
first-class. e don’t want and won’t do “ slo) 

ee at any price. Address WILLIAM JOHN- 

panapes 


profit, 


STON Printers’ Ink Press, 10 § peace 
St, N.Y. P. 8- Plain, straightforward Prins 
ing—that is a kind that pays, that is the kind 
we do. 


QOME of the bey ny! I write doesn’t pay, 
\) but most of it does pay. Clients nearly al 
ways tell me fast of -3 he resultsare. Thus [ 
learn better every day how to achieve success 
and how to avoid failure. I write more good ad- 
vertising and less poor advertising as time goes 
by. Ican’t re success in every case, but I 
guess I can hel u along as well as anybody 
else who my ee Bos in this column. My — 
t used to I charge m <0 for 
work for some of the 
BERT 


ES, Box 283, Brooklyn, N.Y. No advance 
ads—ten for $10, with pictures if pre 


é pur Day nie ma rs of The Lotus Press are two 
“4° the proieeton has ever 
soheai-al least hink so. What men earn 
yy study and — they Delieve to be right, 
and it isin this way t these men become pro- 
ficient in —— business. They —, that it was 
necessary to take up the serious stu = of art, so 
they devoted themselves to it Ry ly, and the 
result is that —— are to-day looked up to by the 
printers of the whole country. The ave amnom 
their customers some of known an 
wealthiest houses in the United States, and their 
business is constantly ms oe gy a es you — 
7 _ —- of any kind, f card to 
ou need go no further “than THE Po. 
Tus PRE 38, 140 W. 23d St., New York. 


ARRANGED BY STATES. 


idvertisements under this head, two ripe ae or “opin 
without di isplay, = cents a line’ With cygy bod 
black faced type ¢ ice is 50 cents a ‘ine! ust 
be handed in one week in advance. 


ARKANSAS. 
OLD, BUT ENERGETIC! 


For SEVENTY-SIX YEARS 


The Arkansas Gazette 


Has been the leading pa~er published in the 
State. It has always led th 2 and will 
always keep at the head. Advertisers who want 
to reach the people should use the GAZETTE 
ily and ae editions reach all corners of 
state. For sample copy and rates address 


THE ARKANSAS GAZETTE, 
Little Reck, Ark. 








the $ 
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CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
i. great daily. Foremost advertising medium. 
PRE California fruit-growing district of 
‘I ich San Jose is the center is tho: hly 
covered by the Jose MERCURY. For 
tising a in daily or weekly address 


Jose, 
leading Pacific Coast 


nag WAVE, 80- 
political weekly. E. KATZ, 


a6 ik we id Bide . Re ik! 
York, N. q.. sol yl 13, 000 guaranteed 


CONNECTICUT. 


THE UNION, 
port, Conn. 








ver- 
San 





San Francisco, Cal., the 








T 


Bri 
Dail 


y, 7, Weekly 3,500. 
Western Connecticut iG covered by the 


L. Moses, New Yor 
Vanderbilt Bldg. THE 
cO., Bridgeport, Conn. 

THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD 


Every nook and corner in the Nut State is 
covered by them. By special trains an wy 
expresses these two papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent inio ne ag New Haven, Meriden, 


Danbury and An 
Combined circulation, $0,900. 150,000 Readers. 


INDIANA. 


M\HE COURIER, Indianapolis. The leading 
ournal. C irculation, 


inter-State negro 
3,500. CHAS. H. STEWART, pub. Write forrates 


IOWA. 


6 he Dabeuse TELEGRAPH is acknowledged to 

est advertising medium in Kastern 
and lerthores lowaand a to any in the State. 
It reaches the ple in lowa, Northern Illinois 
and Southern V sconain. Send fora samploos ny 
and rates of dei - Address THE TELE- 
GRAPH, Dubnque, lowa. 


LOUISIANA. 


qo. oN PRESBYTE RIAN, New Orleans, wkly cir. cir, 
S over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


TREASURY, Au 
proves copies per mont. 


DS in THE I ste DENT, Farmington, Me., 
produce results and mail 0 


MASSACHUSETTS. 


30) CENTS for 40 words.6 days. Daily ENTEX- 
e PRISE, Brockton, Mass. ‘irculation 7 7,500. 


"ENIO’ PU PUBLISHING 




















T ee HOME 1 aaa, Maite, 











VV ONDERFUL !—Send 10c to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 





MINNESOTA. 

‘(HE DULUTH NEWS-TRIBUNE — The only 

morning daily “paper. Established in 1879. 
Published at the head of the Great Lakes, Du- 
luth,. Minnesota. The average daily circulation 
now exceeds 7,000 copies. Daily, Sunday and 
weekly editions New rates of subscription 
Daily and Sunday, per annum, $5; daily and 
Sunday, per month. $ doit , per annum, $4; 

per month, $1. 

PERRY LURENS Jr. Bastern > avertising Agenn. 
73 Tribune Building, New York. A. E. Chantier, 
Editor and Matager. 


> 





PRINTERS’ INK. 


MICHIGAN. 


{peter SUNS, 118,000 weekly. 





NEW YORK. 


1%: 1 00,000 READERS in 15,000 offices. THE NATIONAL 
PROVISIONER, 284 Pear! St , New York. 





COURIER-HERALD. Daily, 6,000; 
7,000 ; weekly, 14,000. 


gaume~w s 
y> 


UEEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 





SAGINAW ‘COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 


a glk tree pd ii eX. = n 
Mich. Full A 


D ETROIT SUNS, LCST ATED and SONY, 
irculati 118,000, are profitable mediums. 


( ‘RAND RAPIDS DEMOCRAT, the ison daily 
¥ per in Michigan, outside Detroit. 13,000 aily. 
GAGINAW evening and weekly REWS Largest 

circulations in the Saginaw Valley, Michigan. 


When loos for Keturns 


n’t 
THE LOCAL REPUBLICAN, 
Ask for Sample Copy. LESLIE, MICH. 
] aw ube Cpt ee SUN, omice bir 97,837 
SUNDAY SUN, 25,286. Adv. 17 em 
ple Court, tor York y- 
room always open to inspection of adverioos 
or their repr 
REstLts Advertise where you will ¢ et pay- 
returns. Advertisers are wel 
with the ILLUSTRATED and SUNDAY | SUNS, 
Detroit, Mich. age office, 517 Te mple 
Court, New York Cit =e ~~ full particu 
lars ‘Circulation, 1 ins week 


GAGINAW COURIER-HE. aire is the leading 
\) newspaper in Northern Michigan. Issued 
pecnings except Mondays, Sunda: ane weekly. 


6,000, ~* tS Sunday, 
14, T008 est. 185 naw (pop. 66,000) Dy is the thisd 
city in stich 
dress H. 





























‘or further information ad- 
CUSTE, 38 Park Row, New York. 


MISSOURI. 


1)? you use medical journals! We can serve 

you. MEDICAL HERALD, st. Joseph, Mo. 

éé\HE BEST ADVERTISING MEDIUM WEST 
OF THE MISSISSIPPI. 

The Electric Printing Co., Kansas Gity, manu- 
facturers of the Columbian Coupon Pass Books 
and extensive advertisers, write: “It gives us 
pleasure to say that in ca 9 inion the Kansas 

PACKER is undoub' e best advertising 
medium west of the Miccicainnt. We get more 
and better returns from our advertisement in 
it than from all other papers combined.” 


MONTANA. 


‘BE LIVINGSTON ENTERPRISE ; eight pages: 
all home print. Circulation exceeds 1, 


“[NACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 0 copies daily. 


NEVADA. 


\HE WEEKLY COURIER, Genoa. 
All home print. Leads in Nevada. 


NEW HAMPSHIRE. 


~ Established 1877 


The GRANITE MONTHLY 


Boantitully Illustrated. 
New Hampshire Magazine. 
FRANK E. MORRISON, -_- +_ Special Agent, 
TEMPLE CouRT, NEw YORK. 


NEW JERSEY. 
ATLANTIC! REVIEW, Atlar tic C: ty, guarantees 
a daily circulation of 1,500 It’s a leader 
OPULAR adv. mediums: Bridgeton (N. J.) 
Ev’a News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY News, 1,600. Rowell guarantees cire’n 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAY 




















Six pages. 











TO 
Rnildi 








TORIETTE Qi? 
Texas Siftings 


f al tales. 
OD freien icucatearsins Oe 
Downin ng 
BEFORE THE ADVANCE. 


”) new and artistic dress. — Y) 
Ask for Special Rates for Advertising in 
ALL AGENCIES 





THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 


Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
____ Specimen Copies. 


ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 


A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bidg., New York City. 


The Leading Illustrated Paper ot 
America is 


LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
Wituiam L. MILLER, Advertising Manager, 
110 Fifth Ave., New York. 


Albany’s Most Popular Daily. 
Circulation 17,400. 
Albany’s Great One-Cent 
Newspaper. 

This is to certify that the Circulation of 

RAILY PRESS AND KNICKEK- 


gin Bx a. Increasing and that 
er of eoptes Sites thie day was 








0. ° 
State of New York, city and County of Albany. 
Sworn to before me this 16th —_ of | tage 
ber, 1894. JouN J. GA 
Notary Public, iieone: N.Y. 
THE PRESS CO., Publishers, 


Press Bldg., Albany, N. Y. 


Ten Centa rem be eck for the Dally and 
ay reas, 


OKLAHOMA. 


‘ GUTHRIE DAILY LEADER, the leadin 
morning paper in the Territory, accepts a 
vertising with the distinct and positive guar 
antee that it —¥ double the paid circulation of 
any newspaper published in Oklahoma. F. B. 

Lucas, Adv. . 











PRINTERS’ INK. 


OHIO. 


I AYTUN MORNING TIMES and a 
NEWS are clean, reliable, family pa 


ARGEST cire’n of any Prohibition — in 
nation: BEACON AND NEW ERA, Springfield, O. 


Y OUNGSTOWN VINDICATOR, 7,800 rf 5,200 
weekly. Leading newspaper rin Easte Ohio. 
Fpray (O.) REPUBLICAN, despite a 
tements by others, circulates 2,000 
more daily and 500 more weekly than any local 
competitor. 
"|‘HE TRI-STATE GROCER visits the ers and 
gs pee of Ohio, Ind. and Mich. 
weekly uu are not in it, it will pay wt to 
write to TR STATE GROCER CO., Toledo, O 


PENNSYLVANIA. 


WE 
3 0), ( ) 0) 0 Len ne BM ~ == 
they ~ it, read the TIMES every even- 
ing. ALLASCK & SPROUL, Chester, 


[ NTELLIGENCEN—Dan and WEEKLY, 
Doylesto Pa. 


“ For 























ran’ circulation see 


guaranteed 
Rowell’s Directory. Aiways 
the leaders. 


Always best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


T*- HOME GUARD, Providence, R. 1., circ., 
000; W. R. BURDETT, Boston, Adv. Rep. 








SOUTH CAROLINA. 


daily edition of THE STATE, Columbia, 8, 
is the most popular paper in a hundred 
South Carolina towns. The semi-weekly edition 
reaches over 1,000 post-offices in South Carolina. 
‘[;.HE PIEDMONT BEADLSGET, Spartanbu: 
I 8. C., guaran’ subscription 
list of any dail 


rantees eg cae 
or weekly in Stite 17 a 
ton —_ is and 70,000 people in county. Ww for 





TRE. 








TEXAS. 


Te POST : Houston, T=x4s. 


a LARGER REGULAR ISSUE? THAN ANY 
Batty IN TEXAS, and is so guaran by Row- 
ell’s 1894 Directory under a forfeit of #100. S.C. 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chicago. 


VIRGINIA. 


‘HE STATE, Richmond, the 1 "125,tb0 people, 
paper in a community of 125, peopl ie. 
bli full A d Press d 


a live, =p to-da newspaper. Its cireutation i 
largely local. The STATE has recen = = 

new press, type-setting machine, an under 
new 




















WASHINGTON. 


GEATILE POST INTELLIGENCER. 





66 I N her Post-INTELLIGENCER Seattle has one 
of the four yt papers of the Pacific 
Coast.””— Harper's 


oxaxe SPOKESMAN-REVIEW 


— ANE 
ra) pape Consolida’ 
exclusive pose morning 


: . The past and 

resent history of Spokane has been marvelous ; 

its future os! be the wonder of Western civili- 

zation. is the recognized Y 14 

of all the best interests of Spokane and the vast 
country tributary to it. 


SO. & CEN. AMERICA. — 
| pANAMA STAR & HERALD. 








Ss 
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CLASS PUBLICATIONS. 


Advertisements inserted under this heading, & in 

the ap riate class ty Uae 

One line, without or black- 
faced i tome, fnowrten one r, 62 oan for #13, 6 
for. on  "Dioplay or bickfced type charged a 

‘or y or 

cents a line each issue, or $26 a os or #2a 
month, = bresas line of pearl 

the whole advertisement. Le the The publieher who 
does not find the pegding he will be 
made to specially fit his case. 

AGRICULTURAL IMPLEMENTS. 


FARM MACHINERY (El), St (Eli). = Mo. 
issue in 8 years, 
Bameliost issue in i pence 
Largest average for 12 tanvathe | 17,600. 


AGRICULTURE. 


HOME AND FARM, Louisville, a 
WISCONSIN AGRICULTURIST ine, Wis. 


~ COAL. 

COAL TRADE JOURNAL New York City. 
DAIRYING. 

The American Creamery, Chicago. 
FASHIONS. 

QUERN OF FASHION, N. Y. City. 

Issued monthly. A million copies 
THE WAVE, San Francisco, Cal 13,000 we weekly. 
HARDWARE AND HOUSE FURNISHING. 


HARDWARE DEALERS’ MAGAZINE 
Charges the most for its space, and carries 67 
pages of advertisements. Soy of Le Poy 
hose having something worth mying os 

teresting for hardwaremen to hear. It spoke 

loud and it speaks far. That means attract 

advertisements and wide circulation. We a 

_ that you ask our subscribers’ opinions, as 
7 will be your audience. There are some of 


= — he. our town, if it contains a hardware 


e dislike to place a in your 
way, but we would y wo gt a wn 


Fy, . Many have looked, 
Fitited subscribed. ne A one dolla 


rannum. D. T. Mallett, Pu er. 

New York Office, 78 Keade st. 
Chicago Office. 1116 yw ¢ Commerce. 
London Office, 74 Fleet st., E. C 


HOMQ:OPATHY. 
HOMEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATORE. 
THE WAVE, San Francisco, Cal. 
MEDICINE, 


LEONARD’S ILLUSTRATED MEDICAL JOUR- 
NAL, Detroit, Mich. Circulation over 10,000. 


MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
SOCIETY. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
SPANISH. 


REVISTA POPULAR, established lone 
Spanish circulation in the — ty ‘Transat ons 
in all languages : 46 Vesey St., N. Y. City. 


SUNDAY PAPERS. 
ELMIRA, N. Y., TELEGRAM: Circulation over 
100,000 copies weekly. 
TEXTILE. 
TEXTILE WORLD, Boston. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACTIINERY (Eli), St. Louis, Mo. 
WOMEN. 


oy EEN OF FASHION, New York City. 
Issued monthly. A million copies a year. 


13,000 weekly. 


Largest rating. 
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_THE FIRST CHOICE FOR THE THIRD WEEK. 


PRINTERS’ INK. 





The following announcement appeared in the issue of 
PRINTERS’ INK for March 2oth: 
“An advertisement calculated to make people subscribe 


for PRINTERS’ INK is wanted. 
column, in space of four inches. 


submitted 
foramonth, 
ing with 


April 3d,_ 


played in 
and May Ist 
paid to the 
of the ad- 
chosen, 
also be re- 
together 
names and 
of the con- 
all the ads 

In re- 
this an- 
a considera- 
of adver- 
have been 

Among 


in during | 
week of the | 
tion the one | 
duced was | 
be the best. 








Lessons in 
Advertising. 


Mr. Merchant, does 
your advertising pay, 
or are you simply pay- 
ing for the advertising? 

Printers’ Ink, a 
weekly journal, is 
flooded with trade- 
bringing ideas, from 
shrewd, brainy fellows 
who make advertising 
a business; it has 
taught hundreds of 
business men to adver- 
tise successfuly; it will 
do the same for you. 

One year $2. Sample 
copy free if you ad- 
dress, at once, Print- 
Ers’ Ink, 10 Spruce 
St., New York, N. Y. 


Written by A. W. McGowan, of Ilion, N. Y. 








It should be set in single 
The best advertisement 


each week 
com menc- 
the issue of 
will be dis- 
these pages 
$10 will be 
constructor 
vertisement 
which shall 
produced, 
with the 
addresses 
structors of 
shown.” 

sponse to 
nouncement 
ble number 
tisements 
su bmitted. 
those sent 
the third 
competi- 
here repro- 
thought to 
It was writ- 


ten by Mr. A. W. McGowan, of Ilion, N. Y. Any 
publisher of a newspaper who is not at present on the 
subscription or exchange list of PRINTERS’ INK may become 
entitled to a paid subscription for one year by inserting the 
substance of the advertisement here shown, adding a word 
of introduction or explanation, and cutting out the item 
and sending it by mail, under letter postage, addressed to 
PRINTERS’ INK, No. 10 Spruce Street, New York. 





PRINTERS’ INK. 


Journal Department. 


William Wood & Company, 


MEDICAL PUBLISHERS. 


Geo. P. Rowell & Co., NMG ¢ 


10 Spruce St., N. Y. City. 


Messrs. 


Gentlemen: 

We take this opportunity of mentioning. that we found it nec- 
essary during the latter part of last week to reply to a letter from 
"The Crystal Seal Bottle Co.,* 220 Devonshire St., Boston, Mass. desir- 
ing to know what publication they could advertise in in order to reach 
the manufacturers of patent medicines. In replying we were much pleas- 
ed to advance the information that we believed that "Printer’s Ink* was 
read by 811 mamfacturers of patent medicines in the United States. And 
we now add that if it is not it certainly should be. 


Very respectfully yours, 


P V5 ~ William Wood & Company, 


Per 


<< 





PRINTERS’ INK is a weekly journal for 


advertisers, published at 10 Spruce street, New York. 
It is a magazine of ideas, of suggestions, of advice. 
Advertisers the world over read it and write for it. 
It is the advertising authority of America—probably 
of the globe. Business men will find it a safe guide. 
To secure its services as guide costs $2 a year. 


A sample copy costs nothing. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Pies: Issued every Wednesday. Subscription 
Two Dollarsa year. Five Cents a copy ; 
Three Dollarsa hundred. No back 


r number at same — 
© has not paid for it is 
it - some some one 


copies for Se ora 
t= If any person w 
seeeivins ; PRINTERS! INK, 


ribed in his nam c is 

sto, ped at the - ration oft of the } re pala. For. 
CTRCULA' detailed statement of 
the number of copies Printed of every issue of 
PRINTERS’ INK for a ne editor ore to be 
laced on fle with hogy oe L, e y 3 AY 
Rew gory mets 

ey oy newt) in Boy Ise of that boo! 

for 1895, shows that actual average issue +4 
the last year was 17,768 co fest for the last six 
months, } copies ; dl e last three months, 
21,223 and for the last four weeks, 22,250 copies. 


New York Orrices: No. 10 Spruce Street. 
CHICAGO AGENTS. 
Bennam & Incranam, 26 Evening Post Buitding. 
BOSTON AGENT, 
W. F. Moore, Room 2, 10 Federal St. 








NEW YORK, APRIL 17, 1895. 





A FLAXSEED poultice is not to be 
compared with a good ad for drawing 
qualities, 


A NEAT booklet will receive a cor- 
dial welcome in every home, and sell 
your cordial, too. 


A LITTLE drug store with big ad- 
vertising will prosper better than a big 
drug store with little advertising. 


MANY a business man, who is not a 
druggist, has an article which is ‘‘a 
drug on the market,” because it is not 
properly advertised. 


TAKE one dose PRINTERS’ INK once 
a week. It will create an appetite for 
advertising which, being satisfied, will 
infuse new strength into your business. 


COLORED lights may signify a drug 
store just as a tombstone designates a 
graveyard. Neither draws business. 
People only go there when they must. 

DurING the week ending Friday, 
April 5, the list of annual subscribers 
to PRINTERS’ INK was lengthened by 
the addition of exactly 1,201 paid-in- 
advance subscribers. 


RETAIL druggists have a lesson to 
learn from the traveling venders of 


The traveling medicine 
He 


medicines. 
man is a persistent advertiser. 
‘keeps everlastingly at it.’’ 


PRINTERS’ 


INK. 


Every soda water, root-beer, bar- 
gain-sponge, ten-cent-cologne custom- 
er attracted to the store of the druggist 
may, and probably will, buy something 
else then or some other time. 


PrInTERS’ INK is to the advertiser 
what the dispensatory and pharmaco- 
aed are to the druggist, with this dif- 
erence, the former, issued once a week, 
is always up to the latest progress made 
in its art. 


THERE is much need of reform in 
the rules controlling second-class mail 
matter, and [ look hopefully toward 
the future for the realization of a more 
equitable adjustment of its inequali- 
ties.—James W. Scott, in the Inland 
Printer. 


Lots of druggists have grown rich 
through advertising. Every city, every 
town in America, contains a rich op- 
portunity for the enterprising drug 
man who knows how to mix PRINTERS’ 
INK with logic, common sense and 
typographical effectiveness or knows 
how to find those who do know how. 


EVERY season is the druggist’s ad- 
vertising season. ‘lhe holidays are 
his fancy goods chance, the dead of 
winter his cough remedy and quinine 
opportunity, the deadly spring his har- 
vest time in tonics and sarsaparillas, 
the hot and sultry summer his golden 
hour of soda water and root beer. 


A MAN who don’t know how to mix 
prescriptions can spoil a great many 
dollars’ worth of expensive medicine. 
A druggist who doesn’t know how to 
mix ads can spoil a great many dollars’ 
worth of valuable advertising space. 
PRINTERS’ INK doesn’t tell how to mix 
drugs, but it does tell how to concoct 
ads that will sell drugs. 


Tue New York Herald and Phila- 
delphia Ledger allow commissions to 
advertising agencies now. The Boston 
Herald came down off its perch after 
staying on just long enough to let the 
Globe get ahead of it by the agents’ aid. 
Now the Baltimore Suz is the sole re- 
maining publication that fails tosee the 
necessity for the middle man in the ad- 
vertising business. There are a few 
country papers who refuse dealings with 
agents. Mainly it is supposed, be- 
cause the agents never seem to have 
any business for them, 





PRINTERS’ INE. 


Most druggists. don’t care to write 
their own ads—don’t have time or 
training. They don’t manufacture their 
own medicines or the bottles in which 
they sell it, or the beautiful labels on the 
outside thereof. Ad writers come cheap 
because their work pays for itself and 
pays a profit besides. The druggist 


can find plenty of them advertised in 
PRINTERS’ INK. 


—_—__+o+—___ 
INEQUALITIES REGULATED. 


James W. Scott, chief proprietor of 
the Zimes-Herald and the Lvening 
Post, of Chicago, and one of the most 
widely known and progressive news- 

r men in the United States, ex- 
pressed himself with clearness and em- 
phasis on the question of the inequali- 
ties of the regulations governing the 
transmission of second-class matter 
through the mails. To a representa- 
tive of Zhe Inland Printer Mr. Scott 
recently said : 

A certain wholesale house owns an in- 
fluential trade paper circulating throughout 
the country and among the very merchants 
from which it gains its trade. In this paper 
it advertises that it employs no traveling 
salesmen. It does not need to, for it makes 
the United States Mail Service its general 
salesman by carrying its publication, through 
which it advertises prices a shade lower than 
its competitors, and receives its orders by 
mail and telegraph. Competing wholesalers 
in its line are obliged to reach the country 
trade by means of traveling salesmen at an 
expense of thousands of dollars a year. 

It is interesting to note that the pub- 
lication criticised by Mr. Scott is ‘‘an 
influential trade paper.’’ Its owners 
‘advertise prices a shade lower than 
their competitors ’’ and get ‘‘ orders by 
mail.’’ Competing dealers in the same 
line who donot advertise are compelled 
to reach the trade ‘‘ by means of travel- 
ing salesmen.’’ Mr. Scott would find 
no fault if this ‘‘certain wholesale 
house ’’ should circumvent all competi- 
tors by advertising in a paper owned 
by Colonel Scott. Many advertising 
firms do compel other non-advertising 
firms to employ salesmen and look 
sharp or lose trade. This is the sort 
of thing that Mr. Scott and all other 
good newspaper men encourage. It is 
the correct function of advertising to 
corral trade. If it is wrong for the 
firm referred to by Mr. Scott to adver- 
tise in their own paper, it would be all 
right for them to advertise in Colonel 
Scott’s paper. If it is wrong for the 
firm to continue to own the paper in 
which they advertise, it will be entirely 
legitimate for them to sell that paper 
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to Colonel Scott. If it is ‘‘ an influen- 
tial trade paper,’’ as stated, there must 
be a demand for it and its trade-mark 
must be worth money. If this is so 
Colonel Scott will buy it. ‘Then the 
postal abuse will be abated, but the 
condition complained of will remain in 
every respect exactly where it stood be- 
fore the sale. 


0+ 
A WISE EDITOR. 


For several years the Herald hag’run 
scarcely any foreign advertising, finding 
nearly all of it unprofitable, and we notice 
that many other country weeklies are <img 
the same. It is the only redemption, an 
we hope the efforts ag are putting forth to 
educate the Nebraska editors in this line 
will be successful.— 7ekamah (Neb.) Herald. 


The local paper is unable to com- 
pete with the city weekly in news, 
literature or subscription price ; neither 
can it compete for general advertising. 
The papers with great issues can do 
advertising at a profit, while charging 
less per 1,000 copies than the cost of 
composition to the county seat journal. 
The strong point with the village 
paper is local news and local advertis- 
ing. When these fields are worked 
thoroughly and well the ap ood makes 
money. The local paper that is full 
of foreign advertising produces little 
profit for its owner, none for the for- 
eign advertiser, and is not much valued 
by its readers. 


—_+o+—_—__ 
DENVER DAILIES AGAIN. 


A correspondent takes exceptions 
to what was recently said in PRINT- 
ERS’ INK about the Denver papers, 
and says : 

During January, of the present year, the 
Republican had 940 columns of paid advertis- 
ing. During February 878.75 columns, and 
in March ggo.25 columns, being a total of 
2,809 columns, or an average of 31.2 columns 
daily for the three months. The Rocky 
Mountain News for the same period pub- 
lished during January 882.75 columns of 
paid advertising. In February 808.5 columns, 
and in March 944 columns, being a total of 
2,635 columns, or an average of 29.25 columns 
for three months. You will agree with us 
that it does not seem necessary for us to go 
into any extended controversy over the ques- 
tion of circulation of the two morning papers 
of Denver. 

Tue Minneapolis 7imes, of April 2d, con- 
tains four Royal Baking Powder advertise- 
ments, each of which appears in the middle 
of a page entirely surrounded by reading 
matter. 

oe 

TECHNICAL words and phrases should be 
studiously avoided in a retail druggist’s ad- 
vertisement. The ad is not intended for the 
trade, but the general public, and the simpler 
the wording the more effective it will be, 
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HOW A DRUGGIST SHOULD ADVERTISE. 
By a Fersey City Druggist. 

When doing business without advertising 
you sell just what your patrons need. By 
advertising, however, your patrons not only 
buy what they want, but also what you would 
like them to buy. You create a demand. 

The newspapers are the best mediums for 
the druggist to utilize in advertising, and if 
the space contracted for is filled with read- 
able matter, making it prominent and sightly, 
the advertisement till be read by many of 
the readers of the publication. Your adver- 
tisement should be attractive and different 
from others in the paper. Cuts are of great 
advantage and attract attention. If the read- 
ing matter below be of good composition and 
is not too lengthy, it cannot fail to be read 
by any one who is attracted by the cut. 

Good head-lines are believed to be as good 
as cuts, as they will do what cuts are expected 
to do; that is, to attract the reader’s atten- 
tion, and the remainder of the advertisement 
should be so well written as to continue the 
reader’s interest to the completion of the 
advertisement. 

Borders are like a frame to an oil painting, 
they distinguish an advertisement from the 
others in the paper. Most newspapers do 
not have the borders. It is best to have the 
advertisements set up in a large printin 
office, and have electrotypes made. This, o 
course, comes more expensive, but you have 
a nicer looking advertisement, and also have 
the electrotype, which can be used when 
again required ; and convenient also for an- 
other purpose, which I will refer to later. 

Street car advertising i think also pays. It 
redches another class of people who do not 
live in your immediate vicinity. 

Next to newspaper advertising I find that 
the wrapping paper affords the best and 
cheapest advertising medium. You know 
the circulation and can control the advertise- 
ments to go to the people who you judge will 
want the goods advertised. An advertise- 
ment printed on all wrapping paper will be 
read by most people. Very often I find a 
customer, who had been at the store a few 
days before, call for the article advertised on 
the wrappers in which the last purchase was 
put up. 

On these wrappers I have printed the ad- 
verti I hal » blished in the paper. I 
use the electrotype which I spoke of hy 
This cheapens the printing, as the printer 
has no type to set, and this saving you can 
readily expend on your wrapping paper. 

Another good medium for the druggist to 
use is a little periodical of his own; he can 
either do his own composition, or have it 
done by one of the many firms who make a 
specialty of getting up publications for drug- 

sts. 

e irovelsics such as lead pencils, rulers, medi- 
cine spoons, etc., I do not think pay, but they 
kee} > ware he of the article before the public. 

Show windows offer a good place to adver- 
tise, if you are located in a prominent 
thoroughfare. 

In your store you should have a few signs 
calling attention to your specialties ; also have 
prices on all goods in show cases, as people 
drawn to your store to buy the articles ad- 
vertised will very often buy other goods they 
see displayed. 

A druggist has plenty of good articles of 
his own make to advertise, and consequently 
he has that advantage over his neighbors, as 
they must advertise goods of other manufact- 
ure, which can be bought at other stores. 
But the druggist can make ‘his own article, 
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and thereby induce the people to call at his 
place to purchase it. I believe the druggist 
should first find a good article of his own make 
before he begins to advertise, and then adver- 
tise that article all yearround. Change your 
advertisement every week. ; 

I advertise a ten-cent corn cure, and the 
same article with a new advertisement every 
week in the newspapers, street cars, on wrap- 
ping paper, calendars, lead pencils, etc.—and 
as a result I sell corn cure—more every day. 
People come from all parts of the town and 
suburbs. I continue to advertise it, and am 
confident of its increase in sales. Hard 
times or no hard times, the people have corns 
and want to get rid of them, and naturally 
buy what they see advertised ; they certainly 
do not buy anything they never heard of, or, 
in fact, have never seen or heard mentioned. 
How can they ? 

T don’t mean to say that you should have 
and advertise only one specialty ; you might 
have many ; but would advise not to have too 
many, as you will not be able to give them 
proper attention. As for advertising veter- 
inary remedies the tin signs prove very profit- 
able. They are nailed up along the country 
roads, and as nearly every one has a horse or 
more in the country, you are advertising 
“the right thing in the right place.”’ Con- 
dition, worm powders and horse liniment are 
in active demand by the farmer. 

On your wrappers you might advertise 
corn cure, cough syrup or glycerine lotion, 
and you will be bound to get results, as you 
can use any of the wrappers, using judgment 
which will be best. 

Advertise your goods, not your store. The 
goods will do that for you. Always have the 
name of the article prominently mentioned, 
for what it is used, also why it should have 
preference. Always have the price of the 
article advertised in the advertisement, as 
the price has a great deal of influence in sell- 
ing the article, and have your address in the 
advertisement. If you are near some prom- 
inent place, mention it. 

Your name and address should only appear 
once in the advertisement, and in small type, 
as you are not advertising yourself for sale, 
but your goods. 

Every druggist who advertises, or intends 
to do so, should subscribe to Printers’ Inx. 
It is a little paper devoted to advertising and 
business, and any druggist in business is in 
it to make money, and naturally he wants to 
find out how to make it. Printers’ Inx will 

ive him many useful points on this subject. 

his “* Little Rchooknaccer in the art of ad- 
vertising’’ has a department for retailers, 
which contains weekly useful articles for 
druggists, and will give him many hints how 
to improve his advertising. It also contains 
ready-made advertisements which he can use 
to advantage, and can also use these ready- 
made advertisements in getting up a little 
paper of his own, by simply changing the 
type of the advertisements to a reading 
notice. The druggist will find in the columns 
of Printers’ INK many advertisements of 
use to him ; they tell him where he can get 
good printing done, have electrotypes made, 


‘and by whom to get his advertisements, 


booklets or circulars written. The price of a 
year’s subscription is only two dollars. 
Cuas. KugHNE. 


medicine is being ex- 
y its proprietors in a 


WHEN a 
tensively a 


ome mar 
vertised 
locality, the wise druggist will take advan- 
tage of it by advertisements, circulars and 
window display, all having price named, par- 
ticularly if a cut price. 
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WINDOW DRESSING FOR DRUGGISTS. 


In the first place the window must beclean. 
It is absol y impossible to make a dingy, 
dirty window seem attractive, no matter how 
much pains or money is put on the array 
within. 

So, if your window is not perfectly clean 
make it so. Then study your stock, and 
right here is where so many window dressers 
show their lack of judgment. Instead of 
placing articles in the window that need 
pushing, they present to the public a formid- 
able array of standard goods that have 
known nearly as long as they have existed. 
I have yet to learn the wisdom of filling a 
large show window with a remedy that uses 
the newspaper freely ; the people know that 
every druggist has it in stock. The newspa- 
per is the greatest educator, but the show 
window is a close second. 

You may know your stock perfectly and 
yet be unsuccessful ; you must also know two 
other things—your public and your window. 

Now for the method of display. There are 
nearly as many systems of window dressing 
as there are window dressers; but the fol- 
lowing has the advantage of being tried, and 
has given excellent results: 

Change your display every week ; make a 
specialty of the goods in the newspapers as 
well as in the window, and you will soon be 
reaping a handsome profit. It is a fact that 
the articles advertised least give the best 
profit when sold ; and if you wake the people 
to a sense of the goods’ cheapness and worth, 
you will be the gainer. 

A few pointers as to the lines to be pushed. 
Take, for example, brushes. They yield a 
fair profit’ and offer many opportunities to 
the biight window dresser. 

First print a neat placard bearing only the 
word, “* Brushes,”’ and hang it on the glass in 
the center of the window. Then group in 
neat designs samples of every kind of brush 
you carry, hair-brushes, nail and tooth. 

Call attention to the brush window in your 
newspaper ads, and, depend upon it, you will 
sell brushes and have your regular custom. 

Vary the specialties with a general display, 
but strive to have the prettiest window in 
town, no matter what you have in it. 

Arrange your display to suit yourself. Do 
the work yourself pace Fa but your dru 
business will soon require all your time an 
attention. Then, if you have not before, 
subscribe for Printers’ Ink for $2 a year ; it 
will teach you more about advertising in all 
its moods and tenses than a man hired espe- 
cially for the work could for $2,000. More 
than one drug store I know of owes its suc- 
cess to the Little Schoolmaster. 

L. T. Weapock. 
—__+o+—_—__. 
DRUGGIST’S WINDOW ADVERZ7ISING. 

After all, there is no more economical or 
more effective method of advertising for the 
retail druggist than that afforded by the skil- 
ful and artistic arrangement of his windows. 
The proper and best arrangement of these 
should be the first thought of the pharmacist 
in his struggle for publicity. A neglected, 
dusty and dirty window is an alkali sufficient 
to neutralize the acid of hundreds of dollars’ 
worth of other advertising. For what doth 
it profit adruggist if he hath a columnad in 
his local newspaper proclaiming the virtues 
and freshness of his wares, and at the same 
time hath his window full of dead flies, cob- 
webs and packages with soiled coverings? 
The ad may bring the customer to the door, 
but the window will keep him out.—Spatuda. 
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A LOUISVILLE VIEW. 
By Charles A. Woolfolk. 

When people go into a drug store they ex- 
pect to be waited upon promptly and get ex- 
actly what they call for. Offering a substitute 
for a well-known remedy drives many a cus- 
tomer away. They will not come back to tell 
you about it, but you will simply miss them, 
that’s all. A drug store is not a place for 
loafers, and the druggist should see to it that 
he has none. The very man that will sit 
around your store most of the day will, when 
he wants certain medicines, go somewhere 
else to buy them, because you know him too 
well. There is a kind of solemnity at times 
that pervades a drug store which, I think, is 
very beneficial, and gives the store an air of 
strict attention to business. That is the kind 
of drug store that most people like to trade 
at. Druggists should subscribe for PrinTERs’ 
Ink for the same reason that all business in- 
stitutions should subscribe for it, because its 
teachings are beneficial to the man who is 
progressive and is on the lookout for new 
ideas which he can apply to his own business 
with success. A druggist could not possibly 
read Printers’ INK = one year without get- 
ting ideas and information from it that would 
be worth to him more than the subscription 

rice. In Printers’ Ink may be found the 
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atest achievements in the art of advertising 
in all branches of business, your own in- 


uded. 
Louisville, Ky. 


cl 


———or—— 
ADVERTISING A PHARMACY. 


Advertise in the pharmacy by tasteful win- 
dow displays, by containers and labels as at- 
tractive as your resources may justify; by 
Strict attention to business; by furnishin 
just what is wanted by the customer instead 
of “ palavering”’ him into the reluctant pur- 
chase of an undesired substitute. 

Much profit has followed in some cases b 
soliciting business through circular letters ad- 
dressed to achosen number of fellow-towns- 
men. Thus, during the cholera scare a few 
years ago, one druggist obtained his start in 
what has since developed into a handsome 
business by energetically advertising disin- 
fectants.—Merck’s Market Report. 


——_ or 
OUR NEW POSTMASTER-GENERAL. 


Mr. Wilson is an exceedingly favorable 
product of a system that does not tend to give 
us such a postal service as we ought to have. 
The American postal service is not holding 
its own. In various particulars the European 
countries are going ahead of us, simply be- 
cause their “| dministration c d 
a higher quality of permanent, expert, man- 
a _= ability. Meanwhile, we hope that Mr. 
Wilson may take up his duties with the zest 
and interest that a change of work often 
brings, and that he may able to accom- 
plish some notable reforms.— The Review of 
Reviews. 


A “RESURRECTION” NUMBER. 

The Easter number of 7he New World 
will really be a Resurrection number, for it 
will be gotten up in a most attractive style 
and sent out to 100,coo persons not already 
subscribers of the paper. The New World, 
Chicago, the official Catholic paper for mili- 
ions of Catholics in the West. 

+o 

Tue successful druggist must have his ads 
as well as his “‘ prescriptions carefully com- 
pounded.”’ 
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RETAIL DRUG ADVERTISING. 
John P. Lyons, in“ The Spatula.” 

The retail druggist who advertises with 
success must be on the alert. Standing ads 
will not do in the drug line. If a man is sell- 
ing mouse-traps or razor-strops he may with 
propriety keep the same ad standing the 
twelve months through; but if he is selling 
drugs he should keep his finger on the public 
pulse and always know just what the public 
wants, and advertise that one particular thing 
when the public wants it. Medicines are 
much like a fire-escape—as a usual thing 
people don’t want them at all, but when they 
do want them, they want them badly. It be- 
hooves the advertising druggist, therefore, to 
keep before the public the special thing it has 
got to have at that particular time. In other 
words his advertising must be seasonable. 

He should watch all changes in the weather 
and in public health, day by day, and adver- 
tise accordingly. When the weather has been 
particularly harrowing, and he finds that he 
and his children, the hired girl and the peo- 
ple at the office, have all got bad colds, he 
might well assume that everybody had a cold 
a boom his cold-cures. If he finds that 

ip is coming around, let him not wait till it 

as become town talk, but let him display his 
grip antidotes in newspaper and in window. I 
am not at all sure that it wouldn’t be a good 
idea to watch the weather bureau reports and 
when they promise something particularly 
nasty, to make a big head-line of it, with an 
accompanying exhibit of the appropriate pre- 
ventives and remedies. 

Another good idea to keep in mind in retail 
drug advertising, when the conditions are 
ordinary and there is no special article in par- 
ticular demand, is to create a special demand 
for something you have by advertising some 
oe article, which has a fairly stable and 
well-known price, at an exceptionally low 
figure. Take some one particular thing and 
make its price so attractive that people 
wiil come in to buy that. They may buy 
nothing else the first time; but it’s a great 
os. to get people in the habit of gs in. 
You'll get their money sooner or later. Take, 
for instance, whisk-brooms, or tooth-brushes, 
or sponges, and put them down to the lowest 
notch—or sell some staple five-cent cough 
drop for three cents. You can keep your 
other prices up as high as ever, but people 
will think because this one thing is marked 
so low that they are getting exceptional value 
for their money in everything; an excellent 
idea for the thrifty and money-saving public 
to entertain. 

+e 

To THE advertising druggist PrinTERS’ 
Ink is the best Q. A. (qualified assistant). 

Goop cuts draw trade in any line, but 
even bad cuts draw trade to the druggist. 

Poor circulation in individuals brings 
trade to the druggist, but advertising in 
newspapers of poor circulation is not a 
success. 

Ir retail druggists gave more attention to 
the advertising of their toilet and fancy ar- 
ticles, they would have smaller stocks of 
out-of-date goods. 

Corns may be removed from the feet, 
warts from the hands, by special remedies. 
Constant reading of Prinrers’ Ink removes 
cobwebs from your stock or brain. 

WHEN special seasons are scarce—that is, 
when the druggist can’t boom spring medi- 
cines or summer soda—then’s the time to 
cultivate custom for staplé goods, such as 
colognes, sponges, hair brushes, etc., etc. 
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HOW THE eel SHOULD ADVER- 
ISE, 


By Thomas Knoble. 

Have a list of all your own preparations, 
printed on one slip, using white paper, leav- 
ing considerable margin. Let the names of 
the preparations be in plain, full-faced type, 
and be careful not to Son descriptions too 
loud or long. 

Next, get a rubber stamp in the form of a 
pointing hand, or any other striking design 
that fancy dictates. Now place the hand or 
mark before the preparation to which you 
wish to call especial attention. As the seasons 
change and the demand varies, alter the 
position of the hand. Thus, in spring mark 
your blood purifier, liver pills, etc. In sum- 
mer your diarrhoea and cholera mixtures will 
bear a little “‘ hustling.” In autumn your 
tonic, malaria remedies, face lotions, etc., 
will need a little toning up. In winter your 
— old faithful cough syrup should come in 
or a little booming—and so on, to suit your 
own ideas. Wrap one of these circulars with 
each and every package leaving your shop, 
and then you can count on a sale. 


a 
He advertised quinine pills this winter and 
got the grip on the trade. 
IF vou want stale drugs go to the man who 
hasn't any use for the services of the printer. 


Tue druggist can use a small space in his 
local papers profitably the year round, an 
find a legitimate change of subject every 
week. 

WHEN the ad man wants drugs he goes to 
the drug man. When the drug man wants 
ads he should go to the ad'man. The ad 
man making his own drugs is not more of a 
~ “a7 than the drug man making his own 
ads. 

Tue shrewd druggist avails himself of the 
advertising of the general advertiser whose 

oods he sells. For instance, when Dana’s 
Sarsaparilla is stirring up the town with big 
space and strong testimonials in the local pa- 
pers, the shrewd druggist makes a window 
display of Dana’s. 

Tue base ball season is the druggist’s, op- 
portunity to mention that he keeps John- 
son’s Anodyne Liniment or Pond’s Extract, 
or something similar. The base ball trade 
won’t make him rich, but the populace will 
note his timely ad and call on him in their 
hour of burns, bruises and blisters. 

Tue department store has declared war on 
the drug store. In all the large cities the big 
department establishments have their dru 
departments, and keep them booming by ad- 
vertising. The druggist has no defense ex- 
cept advertising, too. In that way, andonly 
in that way, can he hold his own. 

WHEN the druggist begins to grow his own 
sponges, manufacture his own tooth-brushes, 
put in his own plate-glass windows, make his 
own electricity, clothing, shoes, hats, spec- 
tacles and watches, print his own money and 
run his own railroads, he will be able to 
write his ownads. Meanwhile good ads are 
quoted at from fifty cents to $10 each, 
with liberal discounts for large orders. 

ALL people everywhere are the druggist’s 
possible patrons. Sickness comes to all 
sooner or later. When it comes, the rich and 
the poor, the high and the low, must seek the 
druggist and pay for the indispensable pre- 
scription. That you may be thought of as 
the druggist in time of need, keep your name 
and pos ~ 0 before the public, in the public 
prints, all the time. 
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ARE IN A RUT. 
, lowa, April 4, 1895. 
Editor of Printers’ Ink: 

You invite articles upon the following ques- 
tions: rst, how druggists should advertise? 
2d,’ why druggists should subscribe for 
Printers’ Ink? The retail druggist, as a 
rule, is a “ back number ” when it comes to 
modern advertising. Many think that be- 
cause part of their line is in demand, only 
when really needed, the use of printers’ ink, 
liberal though it be, will not increase that 
need and that it is therefore useless for them 
to advertise. 

Again, a large part of our stock is not sub- 
ject to the , hence—because we can- 
not say “‘ spring style ”’ pills, salve, etc., just 
in, or a fresh stock of fall styles, trusses, 
seidlitz powders, etc., just received, we con- 
clude it is no use for us to advertise. Again, 
in the spring, because we cannot say “ To 
make room for spring stock, we have put 
the knife deep in all our winter cough syrups, 
etc.,”’ we think it useless to advertise, and so 
are content to sleep along with our “ card ” 
in our home pap>r unchanged the year around. 
Something like this: 





ALOES, SENNA & CO., 
APOTHECARIES. 
Dealers in 
PURE DRUGS, 
MEDICINES, 
PAINTS, OILS, 


ETc., ETC., ETC. 


. SIGN OF THE *.- 
“STUFFED SNAKE & EAGLI:” 
IN OUR WINDOW. 


They might have also added lock for “* the 
cobwebs all over the store.”” Again, we re- 
tailers think because our name appears at the 
end of the patent medicine locals occasion- 
ally through the local columns of our home 

aper that this is advertising enough, of its 
Rind ; perhaps it is. Had your first question 
been “* how druggists should not advertise ”’ 
the writer would feel he had answered it fair- 
ly well, but as it is ‘ how druggists should 
advertise ’’ he will frankly say he is too 
young a pupil of the ** Little Schoolmaster ” 
to attempt to answer so important a question, 
but he would advise all druggists to at once 
get under the instruction of the “ Little 
Schoolmaster ’’ (that means subscribe for 
Printers’ INK), and unless you are a very 
dull scholar you will-learn the “* how ”’ better 
than in any other school and be repaid a 
hundredfold. The tuition is only $2 ear. 
The writer, althougha “‘junior’’in this school, 








would not miss a week’s lesson (a single num-, 


ber of Printers’ Ink) for the annual tuition. 
In final answer “‘ why druggists should s#b- 
scribe for Printers’ Ink,”’ he would say: 

1st, because Retail Druggists as a rule are 
inarut. Printers’ Ink will show you how 
to get out of the rut. 

2d, Retail Druggists need to advertise just 
as well as their brother tradesmen. 

Printers’ Ink tells you better than an 
other journal how best to meet that need, 
“or long felt want.” 

Retail Druggists sit sleepily by and let 
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the dry goods and notion store take the most 
of their sundry and notion trade. 

Printers’ Ink will open your eyes to this 
and put you in shape to make Mr. “ Calico ” 
wonder who struck him. 

Retail Druggists are slow to get their eyes 
open, but when they do get them open, they 
get them open wide (the writer thinks he got 

is — wide, anyway, and as he will now 
give the proof, he trusts you will pardon him 
if he seems a trifle “ stuck on himself” as a 
pupil of the “* Little Schoolmaster’’): 
—: PROOF :— 


The year 1894 we had no crops, hence, but 
little money. 

Fine weather, no sickness, hence, no need 
for drugs and medicines. 

Vo new buildings, hence, no need for paints, 
glass, oils, etc. 

No repairing the old buildings hence no 
need for wall paper, stains, etc. 

Yet his busi wasi d above twenty 
per cent over that of 1893, and no one single 
cause for it has so much credit as is due to 
the lessons learned from the “ Little School- 
master.” 

Brother Druggist, send in your subscrip- 
tion to-day (I ee ve no commission on the 
same) and my word for it, you will find it the 
best investment you have ever made. 

Busily and respectfully yours. 

“Pitt Tie, the Dru 
Sign of the “ Gol 





ist.” 
ortar.”’ 

——, Iowa. 

P. S. If you have all the business you now 
want and do not like to see the “‘ cob-webs ” 
go, don’t send in your two dollars; you will 
need it worse some day than Printers’ Ink 
does now. Put T—. 


———+~- ——__—_— 
TWO RIVAL DRUGGISTS, 
Wasuincton, D. C., April 4, 1895. 
Editor of Printers’ INK: 
Two prominent druggists in a nearby city 
had stores in the same neighborhood an 
tween them there was considerable rivalry in 


advertising their goods. W—— expended 
more than double the amount of money that 
his neighbor did; but his ads were “ gotten 
up ”’ by a member of the firm, who seemed to 
have the idea that if large space was used it 
was no matter in what mediums or how the 
matter was prepared. His ads brought busi- 
ness; but not as much as was expected, and 
nothing to compare with the profitable re- 
turns from R——’s ads. Printers’ Ink was 
entitled to credit for R’s success. His adver- 
tising manager was a pupil of the Little 
Schoolmaster and by keeping posted and 
carefully arranging his matter so as to make 
it always readable and to the point, he kept 
the store pretty full of buyers. Printers’ 
Ink was always on his desk and thoroughly 
read and every idea in it was instilled anto 
his work. W. C. Gricssy>. 


Peers en ena a 
A VIRGINIA WANT. 

WasuineTon, D. C., April 4, 1895. 
Editor cf Printers’ Ink: 

In the large display window of one of the 
leading drug stores in that quaint old town of 
Alexandria, Va., is displayed a large sign, 
covering one end of the window, with the in- 
scription: 

“A FEW GOOD SUBSTANTIAL LOAF- 
ERS WANTED TO STAND IN 
FRONT OF THIS WINDOW.” 


ai re Sains ee Gricssy. : 
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HE WRITES TO HIS TEACHER. 
Hamictow, Ill., March 8, 1895. 
Editor of Printers’ Ink: 

For the last two or three years I have had 
access to different copies of Printers’ Ink. 
I do not remember the first copy I came in 
possession of, but think it was a sample copy 
sent the Lane Drug Co., of Hamilton, Ill., 
of which I am a member. 

Since the first acquaintance, I have always 
digested more or less of each copy that has 
been in my hands, and as a druggist I have 
been inspired to write more than one ad, 
and in some cases have used your ready- 
made ads entire, with something local for 
the tail. I “fly my kite” rather high, and 
so easy, too; that is where the sport comes 
in. Others can do the same, Printers’ INK 
being a “‘ journal for advertisers’’ pure and 


simple. 

For the last three or four months I have 
been a constant reader of Printers’ Ink 
every week, and have changed our ad every 
two or three weeks, and you can see the ear 
marks of Printers’ Inx all through the ads. 
I do not mean to say I always am guiliy of 
plagiarism, but I read Printers’ Ink clear 
through and am helped to use my own lan- 
guage, using, possibly, two or three ready- 
made ads, and a number of ideas gotten 
from Printers’ INK. 

I do not know very much about advertis- 
ing, but I know a good deal more than one- 
half of my brother druggists do, as it is just 
as essential that they should advertise as 
any other merchant. Some advertise some- 
what and never change the ads. Some never 
do advertise and some advertise for a while 
and quit disgusted, and say advertising 
“don’t pay.” 

It is just as essential to know how to ad- 
vertise right as it is to advertise at all. If 

ou do not know how to advertise you are 
a to quit disgusted and say advertising 
doesn’t pay. If you want to learn how, 
read Printers’ Ink for six months or a year 
‘and then if you don’t know how you ha 
better quit, for you cannot learn and are 
wasting your time. We advertise in the 
best paper in town by the year. We change 
our ad often and pay our bills promptly, and 
get some things from the editor that money 
can’t buy, such as choice positions, etc., etc. 

Printers’ Inx will show others, as it has 
shown me, how to advertise if they are sen- 
sible of the fact that they should advertise, 
and incidentally it will convince them that 
they should if they know how and don’t 
think they know. The best way to arrive at 

th conclusions is to subscribe for Print- 
ERs’ Ink by the year, which is a better plan 
than to depend on borrowing an occasional 
copy or “looking over’? some one else’s 
shoulder, as I did. I am now convinced, but 
it took me too long to become so. 

J. G. Lane. 


—— +o 
BETTER LATE THAN NEVER. 
Buruincton, Vt., April 3, 1895. 
Editor of Printers’ INk: 
I inclose an item clipped from the Burling- 
ton Earth, of this week: 


H. H. Davis, 78 Church st., is prepared 
with a most wonderful variety of goods suit- 
able for Christmas Presents for all ages. 
Among them are Books, Games and Boys, 
Novelties. Musical Instruments and Fancy 
Goods. Don’t forget his place when shop- 
ping. . 








Cuas. H. Dorr. 
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THEY CATCH ON. 
PuiLapecpuia, April 18, 1895. 
Editor of Printers’ Ink: 


The display of W. L. Douglas’ branch store 
seems to have made a hit and attracts much 
attention. Surrounded by an attractive wa- 
riety of their three-dollar shoes is a neat 
framed card upon which has been mounted 
three one-dollar bills, held firmly, as in a 
hand, and bearing the inscription, *‘ Threc of 
a kind take a pair.”” With all due respect to 
Philadelphians, the meaning is quickly 
grasped, and many direct sales can be attrib- 
uted to this ad. Epwin B. Lorp. 

As A sponge becomes larger when wet, so 
trade increases when properly advertised. 


a 
Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 








BUSINESS ARTILLERY. 


€ Modern ammunition is so expensive that it 

costs five years of a gunner’s to tirea 

big gun just once. Any one could fire it, but 

it s to hire askilled artilleryman, 

$i e hits the mark, he earns his q 

ess writer who will make your 

hit, is worth more than he costs. 

I have sighted some big guns. They hit.—I 

) 


want to sight yours. LSTAN D1Ixey, Busi- 
ness Writer, 8 World Building, New York. 

~TAMPS FOR COLLECT! —Send 
S AMES c. ‘i. gg KEES BONS Sot 


THE WAVE San Francisco, Cal., the 
e 8 Pacific Coast so- 
bo A orery and liti weekly. E. KATZ, 
186-187 World Bldg., ew73 000 weekly 
York, N. Y., sole agent. , guaranteed, 
Pian, straightforward printing (like PRint- 
ERS’ Ink, for instance)—that is the kind you 
want; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce St., New York. 











To prevent mutilaticn of 

boxes an packages b: 
twine. Once used will al- 

ways be in demand. 

AGKAGE nts wanted in every 
_ city, rai commis- 
ROTEGTOR sions. Write for samples. 
EUREKA NOVELTY MFc. Co., 

239 Broadway, New York. 
Contracts solicited for stamping in any metal. 





( 


Cheapness, in adver- 
tising matter, is the 


very _last quality 
should look for. 

lam nota cheap man, but what 
I do is worth all it costs, 

I prefer to hear from only gen- 
eral advertisers. y 

E. A. WHEATLEY, 
EFFECTIVE ADVERTISING, 
CHICAGO. 


you 
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STEREOTYPING need not 
deter you from purchasing a 


‘‘New Model,”’ 


for we can make ALL the plates and 
run the press as well. 


Campbell Printing Press & filfg. C0., 


1 Madison Ave.,, N. Y. 334 Dearborn St., Chicago. é 
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This Chinese Story... Fey any 
is a good one, if you can get at it, but itis not half a rt goes 
So interesting as 2 400-page book we publish—King’s | 1894. 


STORIES OF A COUNTRY DOCTOR ‘*, 


If you are a buyer of 
: ‘| books, we have a 
Price 50 Cents, Postpald Stamps will do. a plan that will inter- 


—_—_— est you. Write for 
BAILEY & FAIRCHILD COMPANY, New York booklet 


* 
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The Dayton, Ohio, 
..Evening Press.. 


Goes regularly into more homes in Dayton 
than any morning and evening 
paper combined. 


Think of It. 


We will pay for all advertising in 
every Dayton, Ohio, daily newspaper 
run by any firm using the columns 
of THE Press if it can be proven 
that any of said papers have a circu- 

lation exceeding or equaling that of 
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THE PREss. 











Circulation Over 10,000 Daily. 


Send order for your ad at once. It will be read in all the 
homes of Dayton. 
LOUIS V. URMY, 


Eastern Representative, Times Building, N. Y. City. 
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West of the 
Rockies! 
* 


OVERLAND 
MONTHLY 


Heads the List of First-Class 


ADVERTISING 


Mediums. 
& 
«FRANK E. MORRISON.... 


EASTERN AGENT, 


500 Temple Court, NEW YORK. 





DAYTON, OHIO, TIMES, 


EVENING NEWS, 


To secure satisfactory returns from advertising in Dayton, care must be used 
If your article is one that appeals to 


in the selection of the proper mediums. 


the home interests—the purchase of which depends largely upon women—the 


NEWS AND TIMES 


will bring your goods to their notice. 






Rovat Remepy & Extracts Co., 
“ Souper’s ExTracts.”’ 


Publishers Daity Times-News, 


Dayton, Ohio. 


Gentlemen —When making up list of papers in which we 
advertising the coming year, through the advertising house of N. W. 
Ayer & Son, we have named your papers as two of our choice for the 
State of Ohio, believing that you will render satisfactory service, and 


bring us the results that we desire. 


For copies of papers and rates address, 
H. D. LaCOSTE, 
38 PARK ROW, NEW YORK. 











THE ROYAL REMEDY & EXTRACT CO. 
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mall Advertisement 


was inserted one time in a list of 
eighte: n mediums of large circulation 
including Com/ort, People’s Home 
Journal, Ladies World, Lane's List, 
Hearthstone, Vickery & Hill List, 
etc. By error it appeared in but one 
of the fur papers comprising the 
Vickery & Hill List, but comparing 
returns with the cost of each, 


Vickery & Hill List 


Brought 25 per cent 
Greater Returns 


than any other publication or list. 
This is all an advertiser wishes to 
know. Send along your order. 
AUGUSTA, MAINE, and 
517 & 518 Temple Court, New York. 


A 


o 








WEEKLY TIMES-NEWS. 













Dayton, Ou10, March 18th, 1895. 


ropose 


Yours truly, 
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When it comes to circulation, actual, 
bona fide circulation, the 


*Mnseiger ves UClestens,” 


[ESTABLISHED 1834) 


Daily, Sunday, Weekly, 


is far ahead of any of its contemporaries in St. Louis. 

The ANZEIGER DES WESTENS is always ready and willing to 
prove by comparative investigation of all books—not of cash books 
only, which may be doctored—nor by affidavits, which some persons 
with an elastic conscience, and no sense of dishonor, make as easily as 
eating a gocd dinner—but by an investigation, a thorough investi- 
gation of everything, that its circulation is far greater than the circu- 
lation of any other German paper in St. Louis. 


It is the great German paper of the West 
and Southwest. 





PRINTERS’ INK. 














FARM NE 


fe) 














(Formerly AMERICAN FARMER and FARM NEWS.) 


This model farm paper, having a bona fide circulation exceeding 


168,000 EACH ISSUE 


during the past year, is continually advancing in circulation and prestige, and 


is now paying advertisers better than ever before in its entire history. 


You will please remember that FARM NEWS is the result of the con- 
solidation of 


The AMERICAN FARMER, The FARMER’S RECORD, 
The OHIO MODEL FARMER, The AMERICAN FARM NEWS, 
The FARMER’S MAGAZINE ana SEED TIME AND HARVEST. 


THE HOSTERMAN PUB. CO., 


SPRINGFIELD, OHIO. 


GEO. S. BECK, Ad Manager. 
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ARE you IN IT? 


“The leading Ohio Country " gr Ohio, has grown to be a 
daily—THe Piqua Damty CALL city of 13,000. There are only 13 


EE, 


cities in Ohio whose manufact- 
—receives the Associated Press urers pay greater a1 amount for 
report.” —New York World. labor. Tribu 


The Piqua Daily Call. 


Some of the advertisers who know a good thing: 


bP =6Wells, Richardson & Co., Dr. Miles, . H. Zeilin & Co., 

p Dr. Greene, Pyle’s Pearline mpress Josephine Toilet 
Roval, The Celluloid Co, * On, 

> California Fig Syrup, Willimantic Thread Co,, Warner's Safe Cure, 
> H.O. Company, Alicock’s, Bloch Bros., 

> Bovinine Co., R. Pretzinger & Bro., Cleveland, 

Dr. Kennedy, Dr. Pierce, Munyon’s, 
Dr, Price, Souder’s Extracts, Bradfield's, 
C. I. Hood & Co., Lydia Pinkham, Etc., etc. 


DO You? DO YOU? 


The only daily paper in Senatorial District receiving a wire report. Eight pages— 
full of news. 


t@" Sworn Circulation for 1894—454,375..13 
For Sample Copies and Rates address : 
H. D. LACOSTE, HOME OFFICE, 
38 Park Row, New York. PIQUA, OHIO. 
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Proprictary Medicine Advertisers 


can make their appeals to 
the religious homes of this locality in the best, cheapest and 
most indorsed way through the advertising columns of these 
papers. Being the only papers published here in their special 
denominational field, they have exclusive control of it. No 
other mediums provide as these do the only way for an indorsed 
introduction to these religious 


Leading Denominational Weeklies. 1. ¢< 








Put | TREN We do not argue the point 
Them Ties tuthesan Ghesever | that proprietary medicine ad- 
On 19 Presbyterian Journal vertisements to be effective must 
Your 74 Episcopal Recorder -be read in the homes, through 

-¢ an . 
List EF Ce eeee instructor trusted mediums, by people able 
42 Christian Recorder to buy special medicines and 








who are likely to be influenced 
to use them. That point goes without saying. These papers 
can make your advertisements effective. ‘hey are doing it for 
others. Will you permit them to do it for you? Write to us 
for full particulars. 


= THE RELIGIOUS PRESS ASSOCIATION, 
1200 Chestnut St., Philadelphia, Pa. 
ST ee TTT 


The “STATE” 


RICHMOND, VA. 
DAILY. SEMI-WEEKLY. 


Have you seen the “STATE” in its new dress ? 





NT 


FOUNDED IN 1876. 


The “ STATE” has always had a strong hold upon the best families in 
Richmond. Under its new management it is thoroughly modern and up-to- 
date, and if you have not seen the paper recently you will be interested in 
its much improved appearance. 

By the addition of a new press, type-setting machines, full Associated 
Press report, and various other features, the ‘‘ STATE” has won many new 
readers and made its position even stronger among its former patrons. 

The circulation is largely local and to reach the homes of Richmond the 
“ STATE ” is invaluable. 

We will take pleasure in submitting copies of the paper and prices for 
space upon application to 


H. B. LA COSTE, 
38 Park Row, Home Office: 
New York City. Richmond, Va. 
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Sample Copy 
Editions. 


HARDWARE MFRS., May 1. 
FOR BREWERS, May 8. 
FOR MFG. JEWELERS, May 15. 
FOR BILLPOSTERS, May 22. 


A series of four issues of our paper, 
intended to induce the above-named 
classes to become subscribers to PRINT- 
ERS’ INK, will be published as stated 
above, and articles calculated to in- 
terest or instruct these classes are 
especially desired for use in these 
editions as follows: 

For May 1st. 

How Manufacturers of Hardware should 

advertise. 


Why Manufacturers of Hardware should 
subscribe for Printexs’ INK. 


For May 8ru. 
How a Brewer should advertise. 
Why a Brewer should subscribe for Privt- 
ERs’ INK. 
For May 15TH. 
How a Manufacturing Jeweler should ad- 
vertise. 
Why a Manufacturing Jeweler should sub- 
scribe for PrinTExs’ INK. 


For May 22D. 
How a Bil!puster should advertise. 


Why a Billpester should subscribe fcr 
Printers’ Ink. 

Articles received will be accepted and 
paid for or returned before the date of 
issue. 

Advertisements for PRINTERS’ INK 
are solicited. 

Advertisements of things useful to 
advertisers are earnestly solicited. 

Classified advertisements, no dis- 
play, 25 cents a line of six words. 

Displayed advertisements, 50 cents 
a line, $7.50 an inch; $100 a page; 
$50 for half a page; $25 for a quarter 
page. Copy must be received one 


week in advance. 

Address all communications to 
PRINTERS’ INK, 

To SPRUCE St., 


New York. 





PRINTERS’ INK. 


I see it 
Wherever 


I go! 


Speaking of the American News- 
paper Directory, Mr. S. C. Beckwith, 
| the most successful of the New York 
special agents, says : 

‘I see it wherever I go. 

‘*Prominent advertisers are con- 
stantly consulting it. 

‘“When I approach an advertiser 
for a paper that I represent, the first 
thing he does is to spring Rowell on 


me. 

‘*He hunts up the city and the pa- 
per ; looks at the rating the Directory 
gives and then is ready to listen to me ; 
but not till then, 

‘** The new plan that permits placing 
an advertisement where an advertis- 
er’s eye may see it, at the very time 
when he is consulting the Directory 
for the purpose of deciding what papers 
to use in a specified State or city, 
pleases me. 

‘“*It has led me to urge all of my 
papers strongly to use advertising space 
in the Directory. 

“An advertisement in such a posi- 
tion cannot be skipped. 

““The advertiser sees the advertise- 
ment at just the moment when he is 
most interested in finding out about the 
particular paper. 

“If the advertisement is truthful and 
its statements well expressed, it cannot 
fail to do good. 

-00OOOGee-- 

‘*A book rendering such a service 

to the better class of newspapers de- 


serves to be patronized and protected, 
aided and encouraged.” 
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“Our Post-Office.” 


Pamphlet of one hundred 
pages, reprinted from PRINT- 
ERS’ INK, exhibiting the lack of 
method prevailing in the Post- 
Office Department in its treat- 
ment of questions having a 
bearing upon the mailing of 
newspapers and _ periodicals— 
second-class matter. 





THE law with regard to second-class 
matter is being construed by the Post- 
Office Department not in a liberal but 
in a narrow way. The Department 
is on record as desiring to contract the 
present legal rights of publishers by 
the repeal of certain laws now existing 
in their favor, and it has repeatedly 
made decisions which are, to my mind, 
in contravention of existing law.— 
Lemuel E. Quigg, M.C., and Editor of 
New York Press. 





It has been demonstrated that it is 
futile for a citizen to apply to the Post- 
Office Department for such informa- 
tion as will enable him to conduct his 
business operations in conformity to 
the law, the practice in such cases 
being to decline conveying any informa- 
tion.—£x-Congressman Amos J. Cum- 
mings, and the first Editor of the New 
York Evening Sun. 





THE practice of the Post-Office De- 
partment is to take two publications 
and rule one out and the other in, and 
no man can tell why one was ruled out 
and the other ruled in.— Wiliam M. 
Springer, of Illinois, in the House Com- 
mittee of the Whole, April 6, 1894. 





A copy of this pamphlet will 
be mailed to any address on 
receipt of five two-cent stamps. 


Address, 
PRINTERS’ INK, 


No. 10 Spruce Street, 
New York City. 
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ESTABLISHED 1884. 


THE 


Israelite. 


Edited by RABBI WISE. 





The oldest, most influential and most widely cir- 
culated Jewish journal in the world. 





The American Israelite, 


CINCINNATI, 


The Chicago Israelite, 


CHICAGO. 





The combined circulation of the two issues 
is distributed as follows: 


Alabama.......... 
Arizona... . 










Arkansas........ New —— 
California... 7| New Jersey.. 
Colorado. . New Mexico... 
Connecticu 


Dakota.... 
Delaware . 





West Indies . 


Total Circulation, 35,724. 
None of our Readers take both Papers. 





In an article on ‘‘ Jewish Papers,’’ published 
in Printers’ Ink, January 23, 1895, Mr. Oscar 
Herzberg, the acknowledged aut ny on the 
subject, says: 

“The American Israelite, of Cincinnati, is 
credited with the largest guaranteed circula- 
tion of any Jewish paper in the United States, 
viz. .760 copies. it is edited by Rabbi 
fone va Wise, the most prominent exponent 
of radical Judaism in America, and altogether 
is an excellent newspaper. Its matter is en- 
tirely original, which is not true of all Jewish 
papers, some of which employ “ plate’? or 

* patent insides ”’ to a limited extent. 





For Rates address 


LEO WISE & CO., 


Cincinnati, Chicago, 
oe OR... 


M. C. REEFER, 76 Tribune Bidg., New York. 
for secret diseases, 
accepted.) 








[adverti: its of r i 
or for procuring abortions not 
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27th Annual Volume 


American 
Newspaper 
Directory 


<>FORD 


1895 


WILL BE ISSUED IN MAY. 


This work is the source of information 
on News, aper Statistics in the United States anc 
Canada. 





Advertisers, Advertising Agents, Ed- 
itors, Politicians and the Departments of the | 
Government rely upon its statements as the 
r-cognized authority. 

It gives a brief description of each place | 
in which newspapers are published, population, | 
local industries, name of county, etc., etc. 

it gives the names of all Newspapers 
and other periodicals. 

It gives the Politics, Religion, Class, 
Nationality, etc. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription price. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives a complete list of all news- 
papers in each County, arranged by States. 

It gives a separate list of all papers 
rated in the body of the book with a circulation 
of over five thousand. 

1t gives a list of all Class Publications 
(Religious, Agricultural, Trade, in Foreign Lan- 
guages, etc.), with a complete index. 

It also contains many valuable tables 
and classifications. 


Price, Five Dollars. 


Address, 


Geo. P. Rowell & Co., Publishers 
10 Spruce St., New York. 


Circulation Ratings. 


As the most important portion of ane informa. 
tion d bya ie agenc 

a report of the financial strength of the 
about oe paggenenine anomnaes is asked, aes is the mo 








the point : om which information ie ‘be of most 

value to the advertiser. The greatest possible 

= is taken to make the Directory reports cor- 
Every publisher is applied to systematic 





ery 
oy All information is taken in a form which 
excludes any but definite statements ; while every | 
effort rotect honest publishers 


to gain an unfair advan 


le pro’ 
<4 such as would resort to disingenuous re- | 





PRINTERS’ INK; 
A CLOCK FOR A BOY. 





| Any boy 
| Who reads this puzzle 


“And goes 

| To the drug store 

Near his home 

And learns the names 

Of the people 

Who buy most of the things 
Named in the puzzle 

And then calls on those people 
And asks them to give him 
The outside wrappers that 
Came around the boxes, 

And then sends a dozen 





Of the wrappers 

By mail 

To The Ripans Chemical Company, 
No. 10 Spruce Street, New York, 
Together with the correct name 
And post-office address 

Of each of the persons from whom 
He obtained a wrapper ; 

Will receive, as a present, 

A handsome Mantel Clock, 


's of | For his own room, 


ered | Without spending a cent of money. 


The Clock will be 

A good timekeeper 
And will be delivered 
Carriage paid. 
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CHARLESTON, S. C., 


DAILY SUN. 


16th Vol. 8 pp., 10c. per Week. 


JNO. McELREE, F. J. STUART, 
~ PUBLISHER. MANAGER. 














Leading afternoon State daily in a progressive city of over 65,000 people 
and reaching the cream of State and City trade.* On top politically and 
knows no competitor. Local advertising more than double that of a year ago. 





Foreign Advertisers <“— 


For next six months can obtain Special Rates. 


We are large advertisers of Paine’s Celery, Warner’s Safe Cure, 
Paskola, Erie Medical Co., Peruna, Shaker Remedies, Dr. King’s Dis- 
covery, Hall’s Catarrh Cure, Japanese Remedies, Bucklin’s Salve, Dr. 
E. C. West’s remedies, Dr. Miles’ Nervine, World Dispensary, W. Duke 
Sons & Co., Magnetic Nervine, Sapolio, Ripans Tabules, etc., etc. 





Phenomenal Circulation Gain. 


The CHARLESTON DAILY SUN made a 
sworn increase of over 1,000 (one thousand) new 
subscribers between Feb. 1, 1895—March 12, 1895, 
on being reducedto TEN CENTS per week. New 
outfit just purchased. 





Address all communications to 


F. J. STUART, Manager, 
Charleston, S. C., Daily Sun. 
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Thea__ A BIG Weeklies : 


THE NEW ERA (National Edition). 
THE NEW ERA (Ohio Edition). 
THE BEACON. 

THE KENTUCKY NEW ERA. 


=> 


Circulation Covers the Entire Nation. 


=> 
THE NEW ERA (National Edition) 


circulates throughout the entire United States outside of Ohio and 
Kentucky. 


THE NEW ERA (Ohio Edition) 


circulates in every county, and in nearly every township in Ohio. 


THE BEACON : 
circulates throughout the Nation, but mainly outside of Ohio and 
Kentucky. 


THE KENTUCKY NEW ERA 


circulates throughout the State of Kentucky. 


= 
No Duplication of Circulation. 


m1 


PIAS 


0 
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These four papers being different editions of one publication, adapted to 
different sections of the Union, there is no duplication of circulation. Each 
copy goes toa different family. ‘The list covers the entire Union. 


=> 
No Dead Subscribers. 





Our subscription terms are brief and plain, ‘‘ Cash with order and 
all papers ay ae at the end of time paid for.’’ 

‘There are therefore no dead names on our list—no papers sent out to per- 
sons who are dead or moved away, or don’t want the paper, or who are too 
poor to pay for the paper and therefore too poor to buy goods. Every name 
on the list represents a family that wants the paper, pays for it, and having 
paid for it reads it. 

> 


The Live Advertiser advertises in live newspapers that go to live 
lists of live subscribers. 


IPPVAAS 


QS 


Advertising rates low, considering circulation. 


Address ’ THE NEW ERA CO., PuBLisHEr, 
SPRINGFIELD, OHIO. (i) 


DOONAN GOS Cro sGoOageaggeae 


COB) 
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Bees are busy little bodies, and THE 
OMAHA BEE is no exception to the 
rest of the Tribe. It has been busy for 
nearly a quarter of a century, building 
up a reputation as a result-get- 
ter for advertisers second to none 
in its field. The testimony 
of all careful advertisers, who ¢ 
have used its columns, is that 
it stands unrivaled in its own 
territory and reaches a class 
of buyers not reached by any other 
newspaper or combination of news- 
papers. This explains its popularity. 
Its Daily, Sunday and Weekly circu- 
lation is far larger than that of any 
other paper circulating in the State of Ne- 
braska. 


Correspondence solicited and the fullest 
! information cheerfully given by 


A. FRANK RICHARDSON, 
TRIBUNE BUILDING, CHAMBER OF COMMERCE, 
NEW YORK. CHICAGO. 


—~ SN 
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The 
Louisville 


Courier Journal... 
ar 


The commercial advertiser seeks first 
and last a business audience. He 
knows that if he addresses an intelli- 








gent audience he addresses a well-to- 
do audience. This is precisely what 
the Louisville Courier-Journal, both 
in its Daily, Sunday and Weekly 
editions, offers him. On April 29th 
the weekly edition will be 200,000 
copies. No increase in advertising 
rates for this edition. Simply the 
usual 75 cents per agate line. 
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A. FRANK RICHARDSON, 





Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 
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32 per cent 
More Advertising 


printed in THE EveniNG Post during 1894 
than appeared in any other New: York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Cieerwns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 





Nine Times 
Out of Ten. 


‘“‘The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EVENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.”—Printers’ Ink. 








Publication Office : 
206-210 Broadway, - = New York. 
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DO YOU NEED A “LUCKY”? 


There is a little vein of supefstition running through the 
composition of all mankind. 


It is probably a little more pronounced in womankind, yet 
many men of prominence are influenced—in matters Political, 
Social, or Business—by the turn of a card, by the appearance of 
some favorable sign, or by carrying something regarded as a 
“ Lucky,” the special province of which is to bring the owner 
good luck, or to protect him in time of danger, or to avert 
disaster. 


The left hind foot of a North Carolina grave-yard rabbit, or 
“ Lucky ” throughout the entire South, is a recognized emblem 
of good luck and untold prosperity ; but this charm moves and 
works in its own particular sphere. 


It is truly essential to good luck, and no man is considered 
properly equipped for business who is not thoroughly armed 
with the veritable article. It is mighty in politics, love, game 
or battle, and dispels gloom, tramps, witches, and in fact all 
things of an evil and malicious nature, except, however, the dys- 
peptic mother-in-law; she and she alone stands unmoved by its 
most wonderful power. 


I can recall several cases in which the “ Rabbit’s Foot” has 
had a most potent influence for good, preventing serious acci- 
dent, perhaps death, to the wearer of the same, by conveniently 
having him remain quietly at home, or placing him in some 
distant State while the accident was on. 


While the left hind foot of the North Carolina grave-yard 
rabbit is purely a Southern production, its influence as a charm 
will be felt with the same efficiency in any climate under the sun. 


But, you don’t need a “ Lucky” to bring you success when 
you advertise in 
THE NEW YORK «TIMES,”’ 
THE PHILADELPHIA, PA., « CALL,” 
or THE WILMINGTON, DEL., « NEWS.” 


For Advertising Rates and Sample Copies, address 


EDGAR M. HOOPES, 
WILMINGTON, DEL. 
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The Detroit Suns. 


ILLUSTRATED. 
April 98,920 
98,632 
i 99,756 
April 28 102,621 
May 
May 
May 
May 
June 
June 
June 
June 
June 
July 
July 
July 
July 


August 18 

August 25 

September 1.... 
September 8.... 
September 15.... 
September 22.... 
September 29.... 


2,544,700 
Average weekly circulation 
for the past six months, 


97,837- 


SUNDAY. 


July 
July 
July 
July 


August 12 
August 19 
August 26 
September 2 
September 9 
September 16 
September 23 
September 30 


21,216 
24,781 
24,615 


Average weekly circulation 
forthe past six months, 
25,236. 


BPE SOBET 
W. C. BAKER, Business Manager. JOHN BATES, Pressman. 


Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 
D. A. DELANY, Notary Public, Wayne Co., Mich. 


RATES ARE LOW. 


New York Advertising Office: » = 517 TEMPLE COURT. 
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Scattle 
Post-Intelligencer----- 


Every intelligent advertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. 


KNOWN CIRCULATION : 


Daily, Exceeding 14,000 
Sunday, Exceeding = 15,000 
Weekly, Exceeding 15,000 
+200 @@@eee-- 
A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 
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This is the Way to Order Ink. 


Note the last line— 


““WE INCLOSE CHECK, ETC.” 











COMMERCIAL PRINTERS e PUBLISHERS 
BLANK BOOK BINDING THE DAILY INTER MOUNTAIN 
MINING BLANKS A SPECIALTY l y $10.00 PER YEAR 
GRAVES’ PRINTED INDEXES THE SEMI-WEEKLY INTER 
AGENTS FOR RAYMOND TRIAL MOUNTAIN 


a eee ye 94.00 Fan Yaa 


MONTANA LEE MANTLE, MANAGER 


Butte, MontTANA, April 1, 1895. 
Mr. WILLIAM JOHNSTON, 
DEAR SIR: 

Please send us the following inks, the prices we have taken 
from your list. The special cut black is what you offer for half-tone work. 
We want it for work like the inclosed business college sample. If you have 
something that will be better for the work, send it instead. Our paper is 
printed on a Potter Angle-bar press, stock rather hard finished and run dry. 
It will be pretty warm while we use this order. The rest of the inks are used 
on general job work, and we want them good. Send the special black by 


express. 


t isn o5.6's be cceaeses on sa sas $20 oo 
Special Black (Munsey’s Magazine Black) 10 00 
Job Black, 3 lb. cans 
Poster Red, Deep 
Poster Blue 
Lake Red, in 
—_— 

Ult. Blue sae 
Bronze Blue 


We enclose check for $55.00. 
Pespectfully, 
The Inter Mountain Pub. Co. 


ny —Mailiathe 








Send for my beautiful Price List in five colors. 





ADDRESS : 
WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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An Appeal 
to my Patrons! 





I ask your portrait and your testimonial for 





reproduction in PRINTERS’ INK. 










I wish to publish a half-tone portrait of the man 


who has the best opinion of Johnston’s Inks, 






Johnston’s Prices and Johnston’s business 






methods. My points are— 









1st. My inks are the best in the world. 





2nd. My prices are the lowest ever heard of. 





3rd. My terms are cash with the order. 





4th. Goods are returnable at my expense and 






money refunded if not found as represented. 







If willing to favor me please do so. Your 





portrait in PRINTERS’ INK will be recognized 






by your friends and your testimonial will do 






me a heap of good. Address, 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 






10 Spruce St., New York, 






PRINTERS’ INK. 


THE KOH-I-NOOR 


isnt in it with our 





IS THE TERRITORY COVERED BY OUR UNAPPROACHABLE 
SYSTEM OF 


Street Car 
Advertising. 


5 OF AMERICA’S 
PRINCIPAL CITIES. 


Carleton & Kissam 


50 Bromfield Street, Boston. 
Postal Telegraph Building, New York. 


10 BRANCH OFFICES. 9,000 FULL-TIME CARS, 
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Arc You Ever 
Heard From? 


Silence isn't golden—not 






in business. 







You don’t advertise; then 


what are you waiting for ? 





Stop being an onlooker 





battle for 





and mix in the 












business. Sticking close to 





shore usually means barely 










keeping afloat. Write 


Lord & Thomas, 


Newspaper and 
f Magazine Advertising, 


45749 Randolph Street, 
CHICAGO. 
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and COUNT fb 


The city lady reads the dailies for bargains and shops 
around for what she wants. 

She chooses what she wants to a great extent from 
what she sees. 

Advertising in cities pays, but only if it’s extravagant 
enough. 

The country lady reads about what she wants in her 
country paper, and generally buys it. 

She doesn’t go shopping for bargains. 

She knows what she wants before she goes out, and 
when she goes out, gets it. 

A small sum will bring returns in the country when 
in the city it would be lost. 

The cheapest, easiest and best way to reach the 
country people is through the lists of the C. N. U. 

The cost is less than one-tenth of a cent per thousand 
circulation and no extras. 

The trouble is only one order and one electrotype. 

We do the rest. 

The first thing is to get an estimate. Shall we send 
it? 

2000 OOCee-- 
Chicago Newspaper Union, 


93 S. Jefferson Street, 
CHICAGO. 


New York : 10 Spruce Street. 
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ask questions about anythin 
ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and suggestion; to 
pertaining to retail advertising; to send ideas, experiences 
and hints for the bettermen' of this department. i 


Printers’ InK is a clearing-house for 








All of the advertising enthusiasm is 
not confined to the United States. I 
have received a card issued by a drug- 
gist in Venezuela, which advertises a 
vermifuge of his own production. It 
says : 





“ The Great Vermifuge. 
The Prodigy of this Century. __ 
The Comfort of Mothers of Large Families. 

Has Left Behind All Known Vermifuges. 
And There Never Will be one to Imitate it. 

This remedy has been Inspired by God.” 

* & 
* 
Mr. Chas. Austin Bates: 

Dear Sir—I desire to acquaint you with 
the fact that I am making use of your ideas, 
and consider your general talks on ads the 
most sensible of any I can find. I refer to 
articles in Printers’ Ink and the Musical 
Courier. 1 send you ad of to-day, made out 
of ideas got from Printers’ Ink. Would 
like your opinion of it. The name “ Stein- 
way & Sons” should have been larger. I 
did not get a proof, or it would have been. 

Yours, C. J. Woo.ey. 

The advertisement mentioned by 
Mr. Woolley will be found among the 
ready-mades. Mr. Woolley gives a 
great deal of attention to his advertis- 
ing, and the success of his business is 
proof that it is well done. 

% 
* 
. R. Lipsy, 
Wholesale and Retail Dealer in. 
Dry and er | Goods, Housekeeping 
oods, etc. . 
PorTLanD, Me., March 28, 1895. 
Editor of Printers’ Ink: 

I send you a few samples of our recent ads. 
Much of our advertising inspiration comes 
from Printers’ Ink. Ideas, oy are 
caught from it. Some are used bodily, some 
are worked over into other language. Alto- 
gether we find it very helpful. 

This is specially true of the department of 
Charles Austin Bates. 

Yours very truly, 
Horatio STAPLES, 
Advertiser for J. R. Libby. 

P. S. I always have, sleeping or waking, 
one hand in the air ready to clutch any new 
idea. And if any wild goose notion flying 
this way comes within the grasp of my wes ead 
fingers, down it comes! f 








Mr. Staples does some particularly 
good work. I don’t know of any ad- 
vertisements which I read with so 
much entertainment. In saying this, 
I don’t except even the present Wana- 


maker ads, or those excellent ones 
which Mr. Gillam is writing for Hil- 
ton, Hughes & Co. So much for the 
entertainment. As to the advertising 
value of the Libby ads, I am not sure 
that my opinion is so high. Some- 
times I think they are just a little bit 
too funny—that there is a little bit of 
straining after a bright and snappy ef- 
fect. Sometimes I think they are bet- 
ter literature than they are advertising. 
But the advertising idea is there, too. 
A very clever ad recently published 
was one reproducing real or imaginary 
letters addressed to the mail order de- 
partment. A couple of these will show 
you how readable all of the ads are. 





J. R. Lipsy, Sir—I live at a distance from 
any first-class store, and being in want of a 
new dress I write to ask you to send me sam- 
ples of all your dress goods, and information 
about them. Yours truly, > 2 

Well that’s a staggerer! “ All 
Amswer,. our Dress Goods?’ Why, R. 

T., we have nearly two thou- 
sand pieces of wool and silk and wool dress 
goods alone, more than a thousand pieces of 
wash dress goods in our forward stock. Silks 
nearly as many. 

If we should send you samples of “ All our 

Goods” we should send you nearly four 
thousand samples, and no two alike. Please 
say about what kind of a dress it is to be, and 
we'll send you a splendid line of samples. 

The above and a thousand other questions 
come to us through the mails—not in the ex- 
act order and form as above-—and we solicit 
many more. We give prompt and full infor- 
mation in the mail immediately following the 


moe 
_ Write us freely, our mail order department 
is thoroughly organized. 


Mr. J. R. Lipsy: Must I keep what I 
have bought if I do not like it? Do you pay 
back money ? R. G. A. 

Never, never keep anything 

Answer, have bought of us if you 

nd it unsatisfactory. We even 

don’t care to know why it is unsatisfactory. 

The fact that you don’t want it is enough for 

us. Bring it back and get prompt—and cheer- 
ful—money back. 








The advertisement headed ‘ ‘the 
Handkerchief Trick ” is, I think, as 
good as it can be, and the one headed 
‘A Night Blooming Cereus” is both 
good and bad. If the ‘‘ Night Bloom- 
ing Cereus’’ part of it had been left 
off entirely, and the ad started with 
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‘*The wonderful witchery of a few 
yards of silk,”’ there would have been 
some space saved, and a better ad se- 
cured. ‘the upper part of this ad 
represents the part of Mr. Staples’ ad- 
vertising that I don’t like. 


The Handkerchief Trick. 


of Ten Thousand 
Sudden Appearance Nine Hundred 


and Fifty-six 
Irish-made Handkerchiefs. 

These came to us Friday—this great flood of 
manufacturers’ samples of Handkerchiefs 
straight from Gribbon Bros., Belfast, Ireland, 
the Handkerchief opolis of the entire world. 

There are the samples that the traveling 
salesmen have been showing to sell their 
stock by. And now that the stocks are sold, 
the samples come to you via us. About two- 
thirds of the lot are men’s, and one-third 
women’s. 

There are probably half a thousand styles 
and many qualities. 

(The qualities are the 25c. kind, the 20c., 
the rsc., the 124%c. kind.) 

n Thursday we sell the entire collection 
at 5, each. 

“Sale begins at 8 o’clock in the morning. 
No limit as to quantity, have as many as 
you want. 

The first comers will, of course, get the 
best bargains. 

Sale begins at eight o'clock Thursday 
morning. 

See the window show of the Handker- 
chiefs. 








blossoms almost as 
A Night sucdenly as a gun 
Blooming Cereus cartridge. 
(But the odor is 
dissimilar.) 

There’s a table of charming Silk Waists in 
our Garment room 

That has blossomed almost as quickly as 
the cereus—cartridge. 

(Minus the floral waxiness and the gun- 
powder smell.) 

The wonderful witchery of a few yards of 
silk trained into an up-to-date Waist, is un- 
believable, so is the price. 

Let your eye follow your finger down this 
price list, 

And explain how it can be done if yqu 


can. 
$2.98. waist of changeable Silk, two 
colorings. 
Sleeves that'll make your great grand- 
children giggle. 
Stock collar with bow-lined. 


This is the price of a charming 





There are a great many intelli- 
gent people who have no appreciation 
of this kind of writing. It takes a 
nimble wit to keep up with such de- 
lightfully kaleidoscopic language, and 
unfortunately—or fortunately, for the 
sake of variety—everybody isn’t pos- 
sessed of nimble wits. There are a 
great many people in the world who 
are not very smart, and yet their 
money is just as good as anybody else’s 
money, and their trade is eminently 
desirable. In this line, I am reminded 


of a letter which I received from Mr. 
Gillam a year ago, while he was at 
Wanamaker’s. He said this: 

‘*As an advertiser, my business is 
not to reform the world, it is to help 
sell goods. Therefore, I try to face 
conditions as I find them. Even 
drowsy folks wear clothes and use 
table tools and patronize the other 
parts of such a store as ours. Very 
good customers too are these thick- 
witted folks—easy to suit and likely to 
stay suited.”’ 

** 

I have received from J. R. Wel- 
din & Co., Pittsburgh, some advertising 
matter that is so far above the ordinary 
that it deserves all the good things I 
can say for it. In the letter which 
accompanied it, I am told that ‘‘ seven 
hundred of the best people of our two 
cities received this matter. It brought 
good results and received very favor- 
able comment.” 

It advertises ‘‘ Two Gifts for Christ- 
mas ’’—engraved calling cards and in- 
dividual stationery. ‘Ihe circular 
matter is printed from a copper plate 
on the first page of a sheet of fine let- 
ter paper. The other three pages are 
blank. Slipped inside the folder are 
a dozen samples of embossed station- 
ery. Monograms, initials, coats-of- 
arms, and addresses are given on the 
several sheets. The work is as fine as 
any I have ever seen, and as tasteful. 
The point of the whole thing is that 
while the number sent out was quite 
small, the matter was just as fine and 
just as good as it could be made. 

I have had many people say to me 
that because they were going to get 
out a large edition of some advertising 
matter, it could not profitably be made 
very fine. Of course, the character of 
the goods has to be considered, and 
the possible profits. It is well, how- 
ever, to think of each piece of adver- 
tising matter by itself. The man who 
receives it doesn’t know that you 
printed 500,000 copies. He must 
judge entirely by the one copy he re- 
ceives. If it is not good enough to at- 
tract that one man, how can you ex- 
pect it to be good enough to attract an- 
other man? If it is worth five cents to 
reach one man, it is worth twenty-five 
cents to reach five men, and five dollars 
to reach a hundred, provided, of course, 
that they are all about the same sort of 
men. It doesn’t make any difference 


how big the figures get, along this 
line, the process is exactly the same. 
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It isn’t a good thing to look at the} 


For Candy—(By Louis T. Weadock). 


total cost too closely. It is hard for Are You 


the man who is scared to exercise real- 
ly good judgment. An advertiser had 
better find out what it will cost to 
reach one man whom he wants to reach, 
and then, if he is bound to think of the 
total cost, divide that total cost by the 
cost for reaching one man, and get out 
as many pieces of advertising matter as 
his money will pay for. I would rather 
have one good ad than half a dozen 
poor ones. I would rather make such 
an impression on one man that he be- 
came my customer than to address half 
a hundred, and not get any. ‘‘ What- 
ever is worth doing at all, is worth do- 
ing well,’’ and that I think is truer in 
advertising than it is in any other line 
of work. 





For Special Sale—By Horatio Staples). 


“*’Tis Love That Makes the 
World Go Round.’’ 


Wrong there, Mr. Sentimental Rhymster. 
Love? No, sir! It’s cranks, nothing but 
cranks that turn the world on its axle—the 
business world, yes, and the moral world 


too. 

The pushing, aggressive, ahead-of-his-fel- 
lows fellow is always a crank in the opinion 
of laggards. 

Exit cranks; and good-by to enterprise ; 
and enter deadly stagnation, and moral, as 
well as business frog ponds of slime. 

When we cease to be cranks we can no 
longer be your active servants and Dry 
Goods purveyors. 

The special handle that we put into our ad- 
vertising crank for Friday and Saturday is 


For a L iquer - Dealer. 


HUNGARIAN 
WINES 


Are a splendid tonic for those who suffer 
from dyspepsia, stomach troubles, or weak 
constitutions. at 

For years prominent physicians every- 
where ove prescribed these wines for con- 
valescent persons. ae 

Their absolute purity and reliability make 
them invaluable as a tonic for young and old. 


We are Direct Importers, 
For Custom Shirts—(By H.P. Brown). 


Bosom Friends. 


Ill-fitting shirts and bad language 
are bosom friends. Wear the one, use the 
other. It’s of no matter of how gooda hy 
the stuff in the shirt may be, or how igh a 
price you paid for it, if the shirt doesn’t fit 
you it’s bad. A fit guarantee goes with every 
shirt that we make for you. Our custom 
shirts fit you, fit your desires and fit your 
pocket-book, 





| 


Superstitious ! 


| Some folks who believe in signs 
| will tell you that it is unlucky to fall over- 

board on Monday, or to take hold of a buzz- 

saw in motion on Tuesday, or to fall down- 
| stairs with the coal scuttle on Wednesday, or 
| to shoot yourself on Thursday, orto sit down 
| to dinner with 12 others, and only food enough 

for ro, on Friday, and they all agree that it 
| is very unlucky to call on your best girl on 
Saturday or Sunday without a pound of our 
latest, toothsome confections. 

F. H. BLANK & CO., 
Best Ice Cream Soda in the City. 

Fresh Candy Daily. Candies, 10 to 6oc. per Ib. 





For Pianos—By C. J. Woolley). 


One 
Fact 


Counts 





For more than a thousand insin- 
uations, especially if the insinua- 
tions are inspired by jealousy 
and defeat. It is a fact that 
STEINWAY 
& SONS 
are the ONLY Piano manufact- 
urers in the world who make 
every part of their wonderful 
pianos in their own factories, 
under their own supervision. 
Come in and see for yourselves 
how vastly superior these pianos 
are to any others. 
Cc, J. WOOLLEY & CO., 

311 Superior St, 

SOLE REPRESENTATIVES. 


For Shirts—(By Horatio Staples). 


Ask Twenty 


Bright shirt makers to 
tell you what is the best possible Percale for 
Summer Shirts, the very best. Nineteen of 
the twenty will promptly hold up their right 
hands and say “‘Garner’s Percale.” 

That’s why we insisted upon “Garner's” 
in these new Shirts, but the excellence is not 
all in the cloth. 

The shape, the cut, the workmanship is 
perfect. 

There are many patterns. Open and closed 





bosoms. Color blue. 
| Two collars and one pair of cuffs separate 
from the shirt. ; 
From the Shirt point of view there’s no 
|e why these fine Shirts shouldn’t be 
But the price is only 89e, 



































often robs hunters and 
advertisers of the 
choicest game. 

It isn’t always easy 
. to tell just which birds 
you want out of a flock. 
An inexperienced hunt- 
er is as likely to choose ° 
worthless ones as good 
ones. 

We have had an ex- 
perience of 30 years in 
the newspaper hunting 
grounds. Perhaps we 
might be of some assist- 
ance to you. 


We will pick out the papers, write 
and illustrate the ads, and relieve 


ou of all details. We can do these things better 





y one else, because we have better 


The Geo. P. Rowell Advertising Co., 











10 SPRUCE ST., NEW YORK. 


FOODS OR ROR CH ae a 




















